ACO) BD en KeNe 
PACKAGING 





Vol. 3, No. 8 April, 1930 














IN THE FAMITY AIBUM 


Grandpa with his 
flowering burn- 
sides or perhaps 
grandma in her 
hoop skirts—or the 
two of them on 
their Mid-Victor- 
ian honeymoon— 
how times and 
manners have 
changed! 





BARNES CROSBYCO. 


V.C.HOUSER Pres. 
CHICAGO -9 N.FRANKLIN ST. 414N.12.BLVD,-S7. LOUIS 








Packages, too, 
have changed. 
Shelves and count- 
ers are more 
crowded today. 
How about your 
packages? Are 
they of the Da- 
guerrotype Era or 
designed in the 
modern manner 
by experts like... 


i Mo. 

















Il Fingers Point to 


Protected Packages 


N every store throughout the land— 
wherever merchandise is sold—millions 
of consumer-fingers point to packaged prod- 
ucts that are safeguarded by protective 
wrappers. 


Experience guides this selection—knowl- 
edge that the proper waxed, or parchment 
paper means a fresh, clean product—one 
unaffected by foreign odors and contami- 
nating influences. 


In meeting this public preference—in as- 
suring the delivery of goods in the same 


perfect condition that they leave the fac- 
tory—many leading manufacturers have 
turned to the KVP Co. for the most 
efficient and economical answer to their 
problem. 


You, also, will find, in the manufacturing 
and service facilities of the world’s model 
paper mill, a protective paper that will 
exactly meet your specific needs. Our 
fully-equipped research laboratory is 
unreservedly placed at your disposal. 
Today—write for complete details and 
information. 


KALAMAZOO 


VEGETABLE PARCHMENT CO. 


KALAMAZOO 


MICHIGAN 


LL ae Lae aa. 
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“MODERN PACKAGING 


For the Service of those Industries where Packaging is a Factor 
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Profit by this experience! 
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This is the economical ‘‘Scott’’ 
Gravity type Net Weigher. Cum- 
ulative variation guaranteed not 
to exceed 2 oz. on each 100 
weights. 




















In the Packing Room of the Panama Canal Zone Commissary 
Sanitation goes hand in hand with Efficiency and Economy 


In 1916, we shipped their first two 


“SCOTT” NET WEIGHERS 


In 1928 they ordered three more, after twelve years’ trial on 
coffee, rice, peas, beans, etc. The consistent accuracy, and 
proven durability of ‘‘Scott’’ weighers are evidence that you 
cannot buy a better machine at any price. 

Profit by the experience of this and other prominent pack- 
agers—order a ‘“‘SCOTT”’ today. 


NATIONAL PACKAGING MACHINERY CO. 
477 WATERTOWN ST., NEWTONVILLE, BOSTON, MASS. 
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NGTO 


for 33 years has 
Pioneered 


New Ideas 


in Packaging Methods 


notable record of ‘‘firsts’’ in pioneer- 

ing some of the greatest deveiopments 
in packaging methods has been made by 
Redington. 


The first machines for automatically pro- 
ducing packages of chewing gum. The 
first cartoning machines to operate at 
speeds in excess of 100 per minute. The 
first cartoning machines with automatic 
circular folding mechanisms. The first 
cartoning machines to insert circular folded 
over top of product in the now generally ac- 
cepted manner. The first machines for 
producing unusual packages such as Lister- 
ine. The first machine for automatically 
wrapping and cartoning oleo-margarine. 
The first machines that completely package 
radio tubes. 


It is a tribute to this impressive record 
that, wherever methods are being modern- 
ized, men say, “If It’s Packaging, Try 
Redington’s First.’’ 














F. B. REDINGTON CO. 
Established 1897 


110-112 So. Sangamon St., CHICAGO, ILL. 


Photographed at the left is the row 
of Redingtons in the factory of the 
Forhan Company, Inc., New York 
City, where since 1919 Redington 
Packaging Machines have cartoned 
Forhan’s Tooth Paste. 


PACKAGING MACHINES | 


Custom Built for 
Cartoning — Packaging 
Labeling—Wrapping 
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( " of the Magi... . gifts for the millions... the cost of the product may 


be ever so little... . or ever so much.... yet a Burt Container will give to 


either kind a bit of that quality of true worth which every real gift must bear. 


F. N. BURT COMPANY, Ltd. 
Buffalo, N. Y. 


Manufacturers of Fine Set Up Boxes 


BURT DESIGNS and CREATIONS 











ARIETY of conception—the keynote of the Burt Organization, gained during 
35 years in preparing for market the best of America’s products. 


An inexpensive article can be packaged with the appearance of great value— 
inexpensively by Burt. 


F. N. BURT COMPANY, Ltd. 
Buffalo, N. Y. 


Manufacturers of Fine Set Up Boxes 


BURT DESIGNS and CREATIONS 
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HEAR YE! HEAR YE!! 


All persons having business in connection with the packaging of products, come 





before the Court of Common Business Sense and listen to the testimony in the case of 








YOUR PACKAGE versus UNRELIABLE ADHESIVES 
Testimony A. A large canning organization spent much time and 
money in selecting the right size and shape can for their product. 
They designed and prepared handsome labels but used a cheap 
paste for attaching them. RESULT: While on the dealer’s shelf 
? the labels buckled and peeled off. The cans were moved to the 
bargain counter. Some are still there. 
Testimony B. An industrial concern purchased expensive fibre 
cases to protect their goods while in shipment. But, they used an 
ordinary glue to seal the cases. RESULT: Their goods were dam- 
? aged and pilfered in shipping because the cases sprang open. 
SE=_—. Testimony C. A manufacturer put up his products in cartons 
= aT with attractive wrappers which identified his product in a fine man- 
: os ner. But, he used an unreliable paste for his wrappers. RESULT: 
Hsia | . y When the cartons reached dealers, the paste had spotted the wrap- 
= Fe ; pers—hurting their display value and their sales. Many dealers 
dee ONG Rteeete 
mplained. 
EXHIBIT C ee 
THERE CAN BE BUT ONE VERDICT! That it is false economy to substi- 
tute a cheap, unreliable adhesive for a GUARANTEED ARABOL PRODUCT. The wrong 
adhesive will always spoil an otherwise perfect job. Don’t take chances with unknown 
quality and uniformity ! 
Tell us about your adhesive needs. We can recommend the RIGHT glue for your work, 
| and save you money. Or, let one of our service men call to discuss your adhesive problems. 
NEW YORK CHICAGO BOSTON PHILADELPHIA 










110 East 42nd St. Cicero, IIl. 12 Commercial Wharf 620 S. Delaware Ave. 
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Saves SPACE 
Saves TIME 
Saves MONEY 


arene 





f JELSEN 
RURVEY |. 
BS 


This Book Tells 
of Amazing Savings 


Write for the remarkable performance 
of the Automat Triplex ...the machine 
that may be adjusted to wrap and carton 
pound solids, twin halves or four quaters. 


AUTOMAT 


PRINTING |WRAPPIN 





Picton equipment now dots 
the country... from Minnesota 
to Texas, and from Massachu- 
setts to California... Automat 
equipment is wrapping and 
cartoning thousands of pounds 


daily. 


And from every print room 
comes the same story... Saves 
Space, Saves Time amd Saves 
Money. 


These stories of saving are inter- 
estingly told by recent surveys 
made by an impartial company. 
These are free to those in the 
trade who are interested. Write 
for your copy...no obligation. 


WRAPPING & 








THE AUTOMAT MOLDING & FOLDING CO., Toledo, Ohio 





EASTERN SALES AND SERVICE OFFICE 
172 CHAMBERS STREET 
NEW YORK 





WESTERN SALES AND SERVICE OFFICE 
306 CALO BUILDING 
LOS ANGELES 
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LUSTRE BROCADE 


--- distinctively new and different 
for box coverings of all types. 
Especially adapted to meet the 
modern demand for refinement 
of color and design. A wide range 
of pastel shades. Reasonably 
priced. Sample sheets sent on 
request. 


HAMPDEN GLAZED PAPER 
AND CARD CO. 


Holyoke, Mass. 


New York Chicago Philadelphia 
San Francisco Toronto 


~ 








“Susmronse unm 


Courtesy Bunte Bros. 


is believing, and 


Believing is Buying 


prove that the best way to sell mer- 
chandise is to show it. 

Until theadvent of Du Pont Cellophane 
it was difficult or impossible for most 
manufacturers of packaged goods to wrap 
their products without hiding them. They 
were robbed of their strongest single sales 
weapon— Visibility. 


|: requires no elaborate argument to 


Cellophane 


CELLOPHANE IS THE REGISTERED TRADEMARK OF DU PONT CELLOPHANE CO. INC., TO DESIGNATE ITS TRANSPARENT CELLULOSE SHEETING 


Cellophane changed that. In one indus- 
try after another it has made Visible 
Selling an accomplished fact. For scores 
of advertisers it has sent sales figures 
soaring to new heights. Today, the man 
who adapts Cellophane to his own needs 
is taking advantage of one of the most 
important merchandising developments 
of our times. 

The services of our Package Develop- 
ment Department are always at your 
disposal. Du Pont Cellophane Co. Inc., 
2 Park Ave., New ¥ork City. 
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Bliss Box, Center Overlap 


BLISS 


CARTON 


SPECIFY 
BOXES~ 

TO YOUR 

CARTON 

MAKER 

AND YOU | 
SPECIFY Cet 
ECONOMY = 


Bliss Boxin” * # Assembly 


: Ti euost of your shipping cartons 1s made up of 


three factors: fibre-board cost, fabrication cost and 
freight charges. To cut any one of these would be an 
achievement. To cut two at once is an achievement 
possible only through the use of BLISS BOXES. 


Bliss Boxes cut board costs... because... they contain 
no waste stock. The saving in area for a given cubical 
content over old style containers is from 8% to 25%. 


Bliss Boxes reduce freight charges... because... freight 
charges are based on weight... and Bliss Boxes weigh 
less. The net saving runs from 4c. to Mc. per case. 


Bliss Boxes assemble easily ... stitching costs are very 
low ... and the finished box is exceptionally strong. 


Bliss Boxes are manufactured by all the leading box mills 
under license. Specify Bliss Boxes and you specify 


H. R. BLISS CO., Nc. 


Manufacturers of Wire Stitching and Adhesive Sealing 
Machinery for All Types of Fibre Containers 


NIAGARA FALLS, NEW YORK 


50 Church St. 608 So. Dearborn St. 
New York, N. Y. Chicago, Ill. 
James Q. Leavitt Co. Harry W. Brintnall Co. 


Bliss Box, Complete Assembly Ogden, Utah San Franciso, Cal. 
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Rake in the Profit 


CROPS are biggest where 

the grass grows deep. 
And sales crops zoom to new 
proportions when “Green 
Grass,” a Pall Mall Metallic 
Pattern, leads the line. Try 
this as a flier... and watch 


your spring sales blossom. 














PAPER SERVICE COMPANY 


28 North Sixth Street 
PHILADELPHIA, PA. 
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Above—The Sefton Brooklyn 


Above—Sefton Box Factory Box Factory occupies space 


at Anderson, Ind. in the Bush Terytinal Bid 
Top center illust.—Sefton wai ‘eae " 

Box Factory at Chicago, Left—Dixon Board Mills, 

Illinois. Inc., at Carthage, Ind. 


CONTAINER CORPORATION OF AMERICA ACQUIRES 
SEFTON AND DIXON BOARD MILLS, INC. 


HE Container Corporation of America has acquired the Sefton Container Corporation and the 
Dixon Board Mills, Inc. 
The Sefton Container Corporation owns and operates three plants, one in Brooklyn, N. Y., another 
in Chicago and a third at Anderson, Ind. 
The products manufactured in the Brooklyn plant are corrugated fibre boxes and corrugated paper 
products. The Chicago plant of the Sefton Container Corporation manufactures folding paperboard 
cartons, paper pails and corrugated fibreboard products, while the Anderson, Ind., plant makes cor- 
rugated fibreboard products and folding paperboard boxes, including retail delivery boxes, such as 
suit and hat boxes, florist boxes, cake boxes, etc. ~ 
This acquisition makes our line of paperboard products in the container field more complete and puts 
us in position to cater to the requirements of our customers in the following lines: 


Boxboards for set-up and folding boxes, 
Corrugated fibreboard boxes and products, 

Solid Fibreboard boxes and products, 

Folding cartons in either large or small quantities, 
Folding and k. d. retail delivery boxes. 

Ice Cream and Oyster Pails and other paper pails. 


The Dixon Board Mills, Inc., own a boxboard mill at Carthage, Ind., making test liners, boxboards and 
straw for corrugating, all of which materials are used in the manufacture of the various commodities 
of the Container Corporation of America and Sefton Container Corporation. 


Both of these companies will immediately be absorbed into and coordinated with the activities of the 
Container Corporation and the entire personnel of the Sefton Container Corporation will be trans- 
ferred intact. 


We welcome this opportunity to serve a greater clientele in our industry and will spare no efforts to 
retain and increase, if possible, the reputation for quality and service established by the Sefton Con- 
tainer Corporation with their list of Customers. When you write refer to Dept. 19 for quick service. 


CONTAINER CORPORATION 


OF AMERICA 
AND 


MID-WEST BOX COMPANY 
111 W. Washington St. 2 CHICAGO, ILLINOIS 


Seven Mills—Fifteen Factories TB Capacity 1300 tons per day 
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SPECIFY 
COTE 


‘FT AES. SPAT. OF. 


PAPERS 
for 


‘Paper Box 


Manufacture 


Coverings and Wraps 
Edgings 

Panelings 

Cut-outs 

Inlays 


cw 


Printing and 


Seal and Label 
Manufacture 
Embossed and Plain Seals 
Slides 
Tags 
Cut-outs 
Cards 








Now ready for you— 
Catalog A with 50 dif- 
ferent samples of Art- 
cote Gold and Silver 
Paper—Write for it. 








THIS IS NEW 


RICOTE 


T 1. REG.U.S.PAT.OFF 


No. 0360 





Printing by The Reed Printing Co., New York iInkaby Triangle Ink & Color Co., Brooklyn 


COLOR HOLDS THE EYE— 
With PAPERGLAS! 


Color alone can earn for your product the at- 
tention it deserves . . . Paperglas alone can give 
it its full share of protection ... and whatever 
you make, be it Candy or Kerchiefs, Cake, 
dles or Catalogs, the two ideals of color 

and protection must be met. 


Two ideals ...until now mutually exclusive... 
until now to be met only by compromise, only by 
sacrifice of color appeal to protection, of protection 
to color appeal. Now, at last, both may be attained 
... thru Paperglas ...a transparent glassine, made 
plain and in seventeen embossed designs . . . glas- 
sine which takes every form of color printing and 
metallic embossing to a degree matched only by its 
qualities as a protective covering. 


Paperglas can serve you... far better than any 
other material available. Let us assist you in the 
solution of your packaging problem. 


. SSTFIELD Eat VE : ¢> es £9 INC, New York Sales ui 


an: 
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SUN-MAID products are 
known wherever civilized people exist. Their 
production runs into millions of packages yearly. 

Millions of packages! Each must be filled, 
weighed, sealed. A slight inaccuracy in weigh- 
ing or waste in filling, multiplied several million 
times, would mean thousands of dollars in lost 
profits. 

So important is this production to Sun-Maid 
that they have invested over three quarters of a 
million dollars in Pneumatic Scale packaging 
machinery. In an unsolicited letter, Mr. Harry 
M. Creech, president of the Sun-Maid Raisin 
Growers Association, says, ““We want to confirm 
again the excellent performance your machinery 
is giving. It was necessary for a time to operate 
these machines 16 hours a day and our records 
show they gave us better than 95% efficiency.” 

Sun-Maid, like the majority of America’s lead- 
ers in mass production, found the answers to 
their packaging problems in Pneumatic Scale 
machinery. Their first Pneumatic Machine was 
purchased in 1923. Today they use 98 Pneu- 
matic Machines to make their packaging opera- 
tions efficient and completely automatic. Pneu- 
matic engineers are at the service of large or 
small manufacturers without obligation. Put 
your problem up to them. 


NEUMATIC SCALE 
ACKAGING MACHINERY 


PNEUMATIC SCALE CorpP., LTp., NoRFOLK Downs, Mass. 


Branch offices in New York, 26 Cortland St.; Chicago, 360 North Michigan Ave.; San Francisco, 320 Market St.; minute. Our records indicate that they 
Melbourne, Victoria; Sydney, N. S. W. and London, England. 
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SUN-MAID 
safequard their products and profits 








HARRY M. CREECH, President 


Sun-Maid Raisin Growers Association 


IN A LETTER expressing his appreciation 
of the integrity shown by the Pneumatic 
organization, Mr. Creech says in part: 
"We also want to confirm again the ex- 
cellent performance your machinery is 
giving. For example, it was necessary last 
fall and again this fall, because of peak- 
load conditions, to operate the thirty- 
seven 15 ounce machines for a _ time 
sixteen hours a day at forty-five to the 


gave us better than 95% efficiency.” 
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--and your prod 

can be guaranteed 
fresh just as confi- 
dently if you too--- 


To see and feel Riegel’s 
Glassine Papers is to get a 
new viewpoint on the sales 
possibilities of a package 
wrapping. Send at once 
for our sample portfolio 
THE WARREN 
MANUFACTURING 
COMPANY 
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RODUCTS like people, are 
judged by the company 
they keep. 


Mason Fancy Boxes are invari- 
ably found in the company of 
the best products. They stimu- 
late the desire to buy. 





“Royal Satin” Board Used Exclusively on 
Mason Quality Boxes. 














F YOUR product can be boxed, we can 
solve the problem for you. We are not 
just box manufacturers. We are experts in 
merchandising through the channels of more 


attractive boxes. 


Many manufacturers have found that a dis- 
tinctive fancy box is not only a means of 
focusing buyers’ attention, but also prevents 
substitution on the part of the dealer. By 


means of a distinctive box, the product can be 





merchandised and readily identified. 


oe 


Established ISO. Ce 
_ ATTLEBORO FALLS, MASS. hae 
Chicago Office New York Office - Providence (R. I.) Factory 


__55 EAST WASHINGTON STREET 175 FIFTH AVENUE . 


& ~ imate “ vas 


69 SPRAGUE STREET 











“One picture is worth 


tex the UsaId words Mins 


“Ouls unretouched photograph of a stock type 
Ma/on box which has traveled 7500 miles, having been re- 
directed and mailed four times, says more for Ma/on quality 
than could be told in ten thousand words. 


If your own postal packages do not offer the same 
security and arrive in as good condition with a low labor and _ 
postage cost, it would pay you to investigate the many types 
of containers made by Ma/on for postal shipping. 


We will gladly send samples with catalog and give postal counsel without obligation. 


Ma/on 


Modern Mailers 


The Mason Box Company, Attleboro Falls,Mass. 
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H-O-ing the long row 
with the 


HOEPNER 
AUTOMATIC 
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feo HE accompanying cut il- 
w+; lustrates anew Hoepner 

+&<1 machine in operation at 
the Buffalo plant of the Heck- 
er H-O Company. <A domi- 
nant factor in the food indus- 
try, they demanded an im- 
proved automatic weighing 


and packing machine for their 


26 ounce tins. Hoepner En- 
gineers found the answer. It 
is hoeing a long row for H-O, 
drawing profits all the way 
from the Congo, the Amazon 
and the far-flung outposts of 
the seven seas. 


Under a pressure of six thou- 
sand pounds per square inch, 
it weighs and compresses sim- 
ultaneously three tins; of 
Hecker rolled oats in a man- 
ner designed to produce an 
export package which! will 
withstand the ravages of tor- 
rid temperatures, dank hu- 


midity, rough sa pa and 


the vermin-infested holds of 


tropical transports. 


Your package may fare better 
... Your needs may call for the 
solution of a vastly different 
problem. Whatever that need 
may be, whatever the aim you 
desire to achieve, if it is re- 
lated to the weighing and fill- 
— of your product economi- 
cally, speedily and accurately, 
a Hoepner will meet the test. 


(Full particulars upon request) 


HOEPNER 


AUTOMATIC MACHINERY CORP. 


—-Operated by— 


Consolidated Packaging Machinery Corp. 


1400 West Avenue, Buffalo, N. Y. 
Designers and Makers of Automatic Weighing 
and Packaging Machinery 


London Representative, C. S. duMont, 
Windsor House, Victoria Street, London, England ; 





Pictured here is one of the 
three Ferguson Square Pack- 
aging units, installed at 
Swanson Bros. Co., Chicago, 
coffee packers. 


Satisfied??? 


The truly representative business man is never 
satisfied with things as they are. He is con- 
stantly seeking better methods, better process in 
manufacturing. 


In the interest of convenience, cleanliness, better 
quality and bigger profits, progressive manu- 
facturers of packaged goods have joined hands 
with Ferguson Engineers to revolutionize their 
packaging problems. 


Let a Ferguson Engineer 
show you the advantages of 
automatic machinery, with- 
out obligation. Write for 
catalog. 


Raise your profits! ‘T; fer uson (om Without obligation 


Increase production! consult a Ferguson 
Write for Catalog! J OLIET,- “y -ILLINOI wi & Engineer! 


-————__1 af Lou — 














Feréusom Automatic Maeelhinery 
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Box—by Perfumers & Jewelers Box Co., New York. 


HY cheapen the least expensive part of your box? Color, design and workmanship 
on your boxes are important but avail nothing unless the proper board foundation 
is used. The board is the all-important factor in producing a box that will be conspicuous 


because of its clean cut and solid appearance—a proven merchandising asset attested to by 
leading packagers. 


QA SAry is the outstanding box board for quality containers. Visualize your box pro- 
duced from the insert which is a No. 70 26 x 38 lined one side 0360 Silver, other side 3360 
Gold. Paper by Artcote Papers, Inc. Note its exceptional finish, body and general character. 


Your box is only as good as the board from which it is made. 
Specify QwALSAryp board. It is your guarantee of the best. 


"The Perfect Board for Quality Containers" 


THE BUTTERFIELD-BARRY COMPANY 


sig ge 174 Hudson Street, New York, N. Y. ant hy othe 


Maurice W. Simon 


Buffalo, N. Y. Boston, Mass. 
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DON’T BE A BRAWNYMAN 


HE LOOKS STRONG..... 
BUT WHERE 
ARE HIS BRAINS? 


BRAWNYMAN: One who tries to make his brawn... or his em- 
ployees’... replace brains as a means of getting 
things done. Such men look nice... all rippling with muscle 

... but they don’t get anywhere. 


Brawnymen-packagers are, even in this day and age, trying to 
get along with old and out-of-date machines. In their amaze- 
ment and delight at seeing the darn thing work at all, they for- 
get that their up-to-the-moment competitors have met the 
Peters’ Engineer, the man who has modernized their packag- 
ing equipment... he forgets that by cutting their costs with 
Peters Machinery they are in a position to beat him in his own 
market ... and have their minds free to apply to the task be- 
cause they don’t have to worry about breakdowns, repairs, de- 
lays and whatnots. 


Don’t be a Brawnyman ... start today by calling in a Peters 
Engineer. 








PETERS MACHINERY COMPANY 
GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
ZEN CHICAGO.U.S.A | JON 
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Photo at left shows 
Underwood & Underwood 
leather framed portrait 
being wrapped in thick 
KIMPAK for shipmeni. 









(Below) Portrait of Mr. R. 
D. Gray, Underwood & 
Underwood executive, in 
one of their typical Italian 
hand- tooled leather easels. 









Underwood & Underwood 


Three months. packing test sells 
Underwood & Underwood 


NDERWOOD & UNDERWOOD’S expensive, hand-tooled 
leather frames and delicate portrait portfolios,” writes Mr. Gray, 
“must be packed with the greatest care to insure arrival in perfect con- 
dition. We made a three-month test, during which framed portraits 
were subjected to many extraordinary mailing shocks. This test con- 





Specify KIMPAK 
in designing 
packages for 

















vinced us of the value of KIMPAK.” Atomizers Jewelry 
If your product or its finish is easily damaged, investigate KIMPAK —_, alias —. ‘isin 
crepe wadding. Airplane parts Lenses 
Protection from concussion, vibration, pressure marking, scuffing Beads Mirrors 
and other damages, is the special function of KIMPAK. Hundreds of aa — goods 
quality products (see partial list at right) are delivered to destination China poor 
in perfect condition, thanks to this marvelous white crepe wadding. Cigar lighters Perfumes 
KIMPAK cuts packing material costs, speeds up the packing opera- — aaa . 
tion, improves the appearance of the packed job. (And if you have a bet rt 
liquid product, cosmetic, drug, food, etc., KIMPAK complies perfectly Desk sets Picture frames 
with Parcel Post regulations for absorbency.) Door Radio tubes 
Investigate KIMPAK. Accept our offer of free samples, and if de- D — geen ol 
sirable, call on us for counsel in packing design that is based on suc- Electric Sileerwase 


appliances Soap 
Food products Toilet articles 
Glassware Vanity cases 


Ki m Dp ak men kG ale 


REG. U.!S. PAT. OFF. AND FOREIGN COUNTRIES KIMBERLY-CLARK CORPORATION, Neenah, Wis. 


Crepe Wadding Address home office or sales office at: 


8 So. Michigan Ave., Chicago, Ill. 122 E. 42nd St., New York City 
Rolls, sheets or pads to 


We accept your offer to send samples of KIMPAK CREPE 
> suit your convenience WADDING to test out under actual conditions. M. P. 4 


cessful experience. 





















IPUIUE GY icsccbeoudesas) vchedudhenovavessaeen ComeedabntoneiGaeadabediienicnetatuisonaateiiamaibmimnie: 
A IIIIIED Li cnsaicssichetneunniaisebebigeniieceanapisimynanotinepdivadiiaaaaiaaciesrsuaenatinnaeagstaeaa rei 
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Our product is 
We are interested in: 
( ) Rolls..........wide. ( 
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I , 
Lower Production Cesta) 


The Hecker-H-O Company of Stop and think of the confu- 
Buffalo, New York, one of the sion that would occur by even a 
largest manufacturers of cereals temporary tie-up of one of these 
in the country, after careful in- sealing machines. With their 
vestigation of the various meth- enormous production, the accu- 
ods of sealing paper shipping mulation of unsealed boxes even 
cases, finally installed Standard in a short time, would be so 
Sealing Equipment Corpora- great as to be unmanageable and 
tion’s automatic units for this would, therefore, cause a shut- 
purpose. Their reason for so do- down further back in the line 
ing was because of the absolute which would mean a serious cur- 
necessity of 100% automatic tailment of production. Stand- 
performance. ard Sealers are 100% automatic. 


STANDARD SEALING EQUIPMENT CORPORATION 


Rawson Street and Queens Blvd., LONG ISLAND CITY, N. Y. 
CHICAGO, ILL.—208 West Washington Street 
On the Pacific Coast: 
MAILLER SEARLES, Inc. JOHN F. WILLARD & SON*™ 
135 Fremont St., San Francisco, Cal. 335 East 4th St., Los Angeles, Cal. 
MAILLER SEARLES, INC. 
909 Western Ave., Seattle, Wash. 
England: 


ay Mont, Windsor House, Victoria Street, 
wicca London, S. W. I., England 
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The accom- 
panying illustra- 
tion shows three 
of our sealers in 


the Hecker-H-O 
Plant. 


Write our 
Engineering 
Department 











STANDARD 


Full Automatic Container Sealers 


Increases Plant Profits 
Modern Packaging 














Is your package safe ? 


a 
Carrying 
over an obsolete 
package just a year too 
long has often proven costly. 

The public demands are for the 
newer... more modern, decorative and 
attractive packages... Are you prepared? 
Our stylists are in constant touch 
with the latest modes and our 
sample service is free 
...let us serve 
you. 

WwW 


ROYAL CARD & PAPER CO. 


Manufacturers of Decorative Papers 
ELEVENTH AVENUE & 25TH ST., NEW YORK, N. Y. 


DISTRIBUTORS 


HENRY L. GOODMAN, Boston Representative E. C. PALMER & CO., Tampa, Fla. 
BRADNER SMITH & CO., Chicago, Ill. CRESCENT PAPER CO.., Indianapolis, Ind. 
JOHNSTON PAPER CO., Cincinnati, Ohio JOHN A. HEINRICH, INC. Minneapolis, Minn. 
CENTRAL OHIO PAPER CO., Columbus, Ohio nee LB yeas ot gl ay boys pace vag me 
ow a - ed. 

S.C. FASASED & OSs Een, Tae. RAYMOND & McNUTT CO., Philadelphia, Pa. 
CARTER, RICE & CARPENTER, Denver, Colo. BROOKS PAPER C Louts, M 
SEAMAN PATRICK PAPER CO., Detroit, Mich icone Sts Listy, ie 

- if 4 E. ©. PALMER & CO., Houston, Tex. 


ZELLERBACH PAPER CO.— 
PAPER SALES, LTD., T: t 
Divisions in the Principal Cities on the Pacific Coast. In Canada PAPER SALES, LTD.. meen a 








THIS SPECIMEN IS SERIES 87C—NILE GREEN BASE 
MADE IN MANY COLOR COMBINATIONS 
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more boxes... 
better boxes... 
at reduced costs 




















LATHAM MACHINERY CoO. 


Builders of Wire Stitchers for Over 35 Years 
1143 Fulton Street, CHICAGO 


NEW YORK PHILADELPHIA BOSTON 
461—8th Avenue The Bourse 531 Atlantic Avenue 
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20 boxes a minute, strongly 
stitched with tear-proof staples, 
for less than Ic.... 


.-. There’s the whole story 
about the MONITOR’S (No. 
20 Box Stitcher) cost-cutting 
super-production—the kind 
that keeps your packing room 
in step with the rest of your 
plant—the kind that assures 
added profits. 


.-- Moderate in first cost—sim- 
ple and economical in opera- 
tion—enduring in service—the 
MONITOR is a profitable in- 
vestment for any concern— 
large or small. There’s noth- 
ing to clog, jam or get out of 
order—and with a giant staple- 
stitch it turns out strong, trust- 
worthy boxes at a lively clip, 
day in and day out, year after 
year. 


...- Let us show you how easy 
it is to own a MONITOR and 
how quickly it pays for itself. 
Just mail the coupon—today! 


C.Q@..0.P?.O.N 


Latham Machinery Co. 
1143 Fulton St., Chicago 


Tell us more about MONITOR Box 
Stitchers and their low-cost super-pro- 
duction. 



































lf it “LOOKS LIKE A GIFT” 


. if it stands out among the thousands 


of competitive wares ... your producf, foo, will possess 


the appeal that irresistibly lures the consumer's dollar. 


Eyes are attracted, and fingers are unwilling to relinquish the 
beautifully colored and richly embossed boxes made of 


Send for THE KERATOL COMPANY 


sorte and Van Buren at South Street 
meceseesatsl NEWARK, NEW JERSEY 
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... WHAT STYLE OF BOX 
PAPER DO YOU NEED? 


@ Here is an example of box paper designed 
in the modern manner by Collins . . . Oriental 
No. 38, made in Opal, Aquamarine, Beryl and 
Topaz ... It is just one of many striking pat- 
terns shown in the Collins Line . .. Send for 
sample sheets. 

@ We suggest that you write for the two new 
and completely revised sample books .. . The 
“Red Book” of Fancy Box Papers and the 
“Blue Book” of Standard Box Papers. 





NEW YORK—GEO. W. MILLAR & CO., Inc. 
284 Lafayette Street 


BOSTON — HENRY L. GOODMAN 


<a pabeanes : A.M. COLLINS MFG. COMPANY 
CHICAGO —A. M. COLLINS MFG, CO. Y 


Conway Building 1518 WALNUT ST., PHILADELPHIA 


|| PACIFIC COAST—ZELLERBACH PAPER CO. 














THE PACKERS 
OF THESE 
FAMOUS LINES 
Specify 
the New 

Anderson 

Free 

Flowing 

and 

Non-F ree 

Flowing 

Packager 


... for economy in perfect packaging 


(THE package prestige, customer approval, operating economy and constant 
freshness of such products as Jello, Royal Gelatin and Kwik-Set is largely 

traceable to the wise choice which these firms made in 

picking the satchel bag and THE NEW ANDERSON 

‘FREE FLOWING and NON-FREE FLOWING PACKAGER E. D. Anderson, Inc. 


. with the Samwayer Scale. Fills and seals ten to 15 Park Place, New York 


twelve thousand complete packages per day, one Please send us full information 
is Pp P 8 P y> about the new Anderson Satchel 


operator doing the work of eight hand workers. Bag Packaging Machine. 


E. D. ANDERSON, INC. | 


15 Park Place New York City | State Product 


Name 











The Perfect Package 
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WORLD AUTOMATIC ROTARY LABELER 


The World Automatic Rotary Labeler efficiently meets the high 
production required in large plants. 


The machine applies body and neck labels and foil in one oper- 
ation to pint, split or quart bottles. It is made for labeling bottles 
or jars of various types from two-ounce to one-quart size, and 
several sizes can be labeled on the same machine. 


One of the many outstanding advantages of the World Automatic 
Rotary Labeler is that all parts are easily accessible. 


These machines are so well built that many of them are now in 
satisfactory operation after constant daily use many years. 


World Automatic Rotary Labeler positively 
reduces labeling costs to the minimum. 


ECONOMIC MACHINERY COMPANY 


Largest Manufacturers of Labeling Machines in the World 
WORCESTER, MASS., U.S.A. 


WORLD LABELERS 
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PEOPLE WHO 
BUY MILLIONS OF 


LABELS A YEAR 
CHOOSE SHUMAN TO FURNISH THE BEST 


Firms which order their labels by 
the million fully realize the im- 


portant part which this seemingly 


minor item plays in their mer-i« 


chandising and advertising pro- 
grams. Their labels must 
be as good as their 


product. 


In larg- 


er and 


bers the coun- 

try's largest purchas- 

ers of labels are finding 

that the utmost in label de- 
sign and label production is to 
be obtained thru the Frank G. 
Shuman Co. 


April, 1930 


Yet the very plant which is capa- 
ble of taking care of the needs 


of those who think only in mil- 


sions is able to apply the same 


perfection of technique and 
performance to the 
"medium sized” 


and the "small" 


sional pur- 


chaser. 


"Small", “large” or "me- 

dium"; an investigation of the 
service which the Shuman Co. is 
ready to offer will prove more 


than profitable. Write now. 


Chicago, 


The Frank G. Shuman Co, 
771 W Jackson Boulevard 


Hlinois 
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LES safeguard profits 


ee weight control 
is profit control”... 


says Mr. Vagnino 





and manufacturers every- 

where are seeing that the turnover 

of bulk merchandise is a hazard 
unless there is positive control of 

: e go certein ise 

package weights. pecan mises al rete A 


qxtures 
at smporeant pant patrol ad 
our BOS’ 4s the a¢ 

contro 


e r theme 
EXACT WEIGHT Scales get more SSeeierinetase OOP A sautent aT tg 
finished packages from bulk weight = sce wo ane vueese® 
because they simplify the act of 
fast accurate weighing, and quickly 
make expert weighers out of un- 
skilled labor. 


SI aS: 


May we tell you the story of EXACT 
WEIGHT SCALES and explain how 
they safeguard business profits? 


EXACT WEIGHT 


The Exact Weight Scale Co. Precision Scales for every in- 
504 W. 5th Avenue SC A E S dustrial requirement. Sales 
and Service offices in princi- 


Columbus, Ohio sie 
Canadian Representatives: W. & T, Avery, Lid., Toronto, Montreal pal cities. 
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THE MOST COLORFUL PAPER MILL IN AMERIC: 


Witch Paper for 
HAELEOWE EN 


A splash of color. . . a whirl of fantasy . .. spooks 
...- goblins... . excitement .. . festivity . .. these 
qualities are caught by Washington Brilliant 
Tangerine, a box cover uniquely adapted for 
Halloween packaging. Washington Brilliant 
Tangerine box cover gives your package 
individuality—added selling power. 
And you will be glad to learn 
that it is as economical 
as it is colorful. 


Sample Book will be gladly sent upon request 














AUTOMATIC WAX WRAPPING 


NOW MEETS YOU 
MORE THAN 


FALE 
WAY 


The gulf is bridged between a small or 
miscellaneous output of packaged goods, 
and high speed fully automatic wax 
wrapping machines. The busy Johnson 
engineers who designed some of the 
finest superhuman packaging machines 
have turned to a new field. The result 
is a machine practically worth its weight 
in gold to the small factory or depart- 
ment where higher priced equipment is 
out of line in relation to volume. 


Priced Under $1000 


The New Johnson Hand Fed Auto- 
matic Wax Wrapper breaks into a lower 
price level. It is a highly efficient ma- 
chine ingeniously simplified. 


Not at All a Question of Money 


Speed developed on this machine is such that, 
by eliminating hand work, it can actually save 
its own costin as short a time as five months. 
In less than a year it can pay back double the 
investment. 

If your products require, or could benefit from 
wax wrapping, and your volume per package 
size does not justify a battery of ‘‘automatics, 
by all means let us describe this machine to you. 
Send the coupon. 


THE JOHNSON AUTOMATIC 
SEALER CO. 


BATTLE CREEK, MICH. 


Subsidiary of The Battle Creek Wrappin 
‘ . Machine Co.) vores 


C. S. du Mont, Builders Blidg., 
Windsor House, 228 No. LaSalle St., 
Victoria St., Chicago, Ill. 

London, England 


Room 311, 
30 Church St. 
New York, N. Y 








THE NEW JOHNSON 


HAND FED 
AUTOMATIC 


WAX WRAPPER 
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Following one two-handed feeding oper- 
ation by one girl the package is completely 
and automatically wax-wrapped, sealed, 
and dropped on the delivery table. Simple 
design permits quick adjustment for pack- 

ages of various sizes. 


THE 2ND 
PACKAGING TRIUMPH 
OF 1930 


Following closely on the qepemee. 
ment of the Johnson * ‘Spot Wrapper” 
comes the Johnson ‘“‘Hand Fed Auto- 
matic,” a small machine, but for that 
reason, vast in its usefulness. This is 
potentially as great an achievement for 
the whole packaging field as for the 
Johnson Company. 


Rip Out This Coupon. Send for the Facts. 


COUPON) 
Johnson Automatic Suahen Co., 


attle Creek, Mic 
Send me, please, a a full description of that Johnson Hand Fed Auto- 


matic. I am ——. this square [] to suggest that you also have a 
i 


representative call to discuss its use in my plant. 
Company 


Address 








SPECIALIZES 


_ ry, Sell’ 


Ane you sure your present package 
is helping you to speed up your sales? 


In this era of keen merchandising when bet- 
ter packaging means so much in increased 
sales, you'll find it to your advantage to 
discuss your “ packaging to sell” problems 
with the Continental Representative. 


He willbring you many years of experience 


gained while helping solve the pack- “ITs 


versant with all the phases of modern pack- 
age design. He can help you in many ways. 


He represents the tremendous resources 
of the Continental Organization—35 
Plants conveniently located in 24 cities 
—completely equipped research labora- 
tories—a skilled organization of engineers 
and designers—all ready to serve you. 


Wherever you are, the services of 


aging problems for manufacturers in BETTER the Continental Representative are 


many diversified businesses. Heiscon- 


PACKED at your disposal. 
IN TIN” 


CoNTINENTAL CAN Company INc. 


Executive Offices: NEW YORK: 100 East 42nd St. CHICAGO: 111 West Washington St. 
SAN FRANCISCO: 155 Montgomery St. 
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We Interview 


Tony Sarg on 


Packages 


And Discover That the Reflection of His Own Personality in His Box Designs 
Has Been Largely Responsible for Their Success 


sete SARG is probably the busiest person in 
packagedom. If anyone doubts that statement 

let him try to make an appointment to see Mr. 
Sarg. We wrote to him asking for an interview—he 
was in New Orleans. Later we ’phoned—he had just 
left for Chicago. And so it went for month after 
month. 

Finally, we cornered him and he set a definite hour 
for an interview. 
Arriving at his 
studio, we found 
that it had been 
necessary for him to 
keep an important 
business engagement 
but we were not go- 
ing to be disap- 
pointed again so we 
decided to wait. 

As we waited we 
marveled at the 
many-sided artistic 
activities of this 
remarkable man. 
Of course, everyone 
knows his magazine 
illustrations, his 
marionettes and 
books for children. 
But he has so many 
other activities. 
Designs for wall-paper, note paper for children, textile 
designs, department store windows, barber shops, murals 
—but why attempt to list all of them? We were in- 
terested principally in his activities in the field of package 
decoration and so as we waited we studied the many 
boxes in the studio. 

Every box created by Tony Sarg possesses a distinct, 
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Tony Sarg at work in his New York studio surrounded by his marionettes 


inimitable personality. Each one reflects the same 
quality of style and humor that characterizes his maga- 
zine illustrations. Looking at them you realize that the 
designs are the work of a man with a sparkling sense of 
humor and ‘‘an infinite capacity for taking pains.”’ 

No one could imitate them, for each one possesses the 
unmistakable touch of Tony Sarg himself. We won- 
dered what stroke of fortune had prompted Mr. Sarg 

to design boxes and 
when he came in we 
asked him to relate 
the story. 


“TNOUR or five 

years ago,”’ said 
Mr. Sarg, “Mrs. 
Sarg opened a gift 
shop in Nantucket. 
It was then I first 
became interested in 
making gift boxes. 
We made boxes of all 
descriptions for 
handkerchiefs, 
candies, telephone 
books, and every 
other article carried 
by a gift shop and I 
was greatly surprised 
at that time to find 
that in most in- 
stances it was impossible to sell merchandise that was 
not attractively boxed. Soon after that I was ap- 
proached by various manufacturers who wanted me to 
create boxes for many types of merchandise. I began 
manufacturing boxes of all descriptions and all ma- 
terials. At my factory we made boxes ranging in price 
from a few cents apiece up to fifteen and twenty dollars. 


27 














} 
ce —_s = 





Photograph Courtesy of Mary eee 
A group of gift boxes designed by Tony Sarg showing the 
peasant influence 


We made boxes of all sorts and descriptions and today I 
can hardly think of a single article for which we did not 
create boxes. 

“T am a great believer in boxes for gift purposes. This 
includes boxes which in themselves are gifts, nests of 
boxes, sets of boxes, boxes that can be used to contain 
cigarettes or trinkets. A good many of the 
boxes we manufactured were lined with 
papers for which I originated the designs, or 
with textiles so that the inside of the box was 
just as attractive as the outside. 

“We found that bright colors were more 
salable than pastel shades, red in particular— 
I do not know exactly the percentage but I 
think it was something like six red boxes to 
each one in any other color. I cannot tell you 
the reason for this—perhaps it is because we 
are all still a little savage in our likes and dis- 
likes. Many of the designs we used were 
inspired by peasant drawings. These de- 
signs naturally were in peasant colors. Many 
of them were in a humorous vein. 

““My own books for children have always 
been sold in boxes of my own design. This 
not only protects the book in retail shops but 
acts as an advertisement for it. It attracts 
attention and gives the prospective purchaser 
a foretaste or hint of the book itself. 


“TN creating gift boxes it must be re- 
membered that in most instances the 
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box will be kept long after the merchandise contained 
has been used. Therefore, we make our boxes of sturdy 
materials—wood, plastic compositions and heavy box 
board. Of course, the gift box should not bear the name 
of the manufacturer or the name of the product. The 
inclusion of these names is frequently necessary on other 
boxes but gift boxes must be kept free from all adver- 
tising material. 

“Boxes for children and, I might say, adults are fre- 
quently most attractive when the design itself is humor- 
ous. I have used many of my marionette figures as 
well as circus motifs in creating box designs. Children, 
in particular, love designs that contain characters with 
which they are familiar—Punch and Judy, characters 
from Treasure Island, Rip Van Winkle and others. 
These are their familiar companions and pictures of 
them are very dear to the heart of a child. So also are 
pictures of animals and circus figures. 

“Some time ago I created the design for a carton to 
hold toilet tissues. When empty, this carton made a 
miniature stage with scenery and characters. It was 
surprising to note the number of adults who bought 
this product in order to obtain the carton itself for the 
use of their children. A similar instance was a doll 
house carton to contain a nursery rug. Both of these 
double purpose cartons were very strong factors in 
putting over additional sales of this merchandise.” 

Another engagement claimed Mr. Sarg’s attention and 
we left with the feeling that although we had come to 
interview an artist—and all artists are reputed to be 
lacking in business acumen—we had actually listened to 
an exposition of sound business psychology Tony 
Sarg, the humorist, the illustrator, the charming human 
person, is also a business man who thoroughly under- 
stands merchandising as expressed in packages. 





Courtesy of Greenberg Publishers, Inc. 


A Tony Sarg drawing from the ‘‘Wonder Zoo’’ showing the humorous 


quality of his work 
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New Decorative Papers Reflect 


the Changing Trend 


Geometric leaf design in red, blue, 
lavender and gold on ivory background 
by A. M. Collins Mfg. Co. 


Quaint design with ladies from the 
Colonial period in gold, bronze, laven- 
der, green and silver on black by Paper 
Service Co. 


Attractive all-over design of green 
leaves with blue, gold, white and red 
berries on black by Paper Service Co. 


Geometric design with a note of luxury 
in silver, gold, and rich blue on black 
background by C. R. Whiting Co., 
Incorporated 


Striking colors in orange, black and 
gold form an attractive geometric de- 
sign by A. M. Collins Mfg. Co. 
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Are Packages Uneconomical? 


ABITS of life and wages are all based upon luxuri- 
ous methods, we are told. ‘The scheming for 
economy does not go very deep.’’ These lines recently 
appeared in a newspaper editorial which discussed the 
survey now being made by department stores and the 
Division of Simplified Practice of the Department of 
Commerce in an effort to determine and correct wastes in 
wrapping. A desire for or an insistence on elaborate ser- 
vice is a cause for the high price of living. ‘In the 
old days the head of the house went to market, bought 
his meat and groceries and carried them home. The 
beans, flour and staples were scooped out of a barrel and 
weighed. Now these staples are done up in expensive 
packages. Still the purchaser at the counter will not 
carry a package home or to his car without an additional 
wrapper to conceal the advertising. But the householder 
does not trade in this way. He gives his order over the 
telephone and it is delivered in the most expensive way— 
by a motor car with a high-priced driver.” 

We believe, contrary to this writer, that ‘‘the scheming 
for economy,” insofar as it applies to packaging and the 
use of packages, goes considerably beyond that indi- 
cated. The measurement of economy is, after all, purely 
relative. It cannot or should not be measured in dollars 
and cents alone. Or, if monetary value is to be the 
only arbiter, we must consider price on the basis of 
complete purchase. “The best is the cheapest’ still 
remains axiomatic as applied to purchases of commod- 
ities or service. 

In saying “‘habits of life and wages are based upon 
luxurious methods,’ we put ourselves in a comparative 
mood—we draw analogies between existence in times 
past and those at present. We overlook, however, 
the fact that the luxuries of yesterday have become the 
necessities of today due to the fact that we are living in 
an age that demands more from the human system. 
Wages have increased because of rising costs for existence 
and the recognition of the “‘rights’’ or demands of labor. 
Hours of work have been shortened because of the real- 
ization that the capabilities of the human system function 
more efficiently with a better division of work and recre- 
ation. Labor-saving, time-saving and energy-saving 
methods increase one’s ability to perform. Whether we 
measure this function in actual dollars and cents may be 
immaterial but certainly if we condemn the present 
structure of living as uneconomical we overlook a con- 
siderable figure that can be definitely set down on the 
profit side of the Jedger. The argument becomes one 
in which we consider ‘‘what price comfort?” 

The package in its original conception was created as 
a means of convenience—a container which held some- 
thing, furnished a simple means of measuring, occupied 
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small space and required little direct effort to sell or, 
in the case of the purchaser, to buy. Later, its further 
purpose—which in many cases has become of more im- 
portance than its convenience—became apparent: that 
of serving as an advertisement for its contained material. 
In both of these functions the additional cost can be 
more than justified. The expense to the manufacturer— 
packaging equipment and supplies, additional (if any) 
sales costs, etc.—is offset by a higher price which he 
receives for his goods so packaged, and the extra amount 
which the consumer pays—the difference between the 
bulk commodity and a packaged one—is returned to 
him in convenience and the assurance that the purchaser 
receives from branded goods. 

We question expensive packages. ‘True, we are faced 
with packages that frequently cost more to produce than 
the material enclosed and for that reason demand from 
the buyer a higher price than could be asked were the 
container less elaborate. But here a direct attempt is 
made to secure a market which asks for individuality 
and exclusiveness—and the purchaser is willing to pay 
the price. This type of package is beyond the realm 
of “necessity’’ containers—it falls distinctly into the 
luxury class. 

In conclusion, and reverting to our original contention, 
we believe that package economy does “go deep.” 
Business today is not (nor was it ever) altruistic. The 
seller predicates his distribution according to the require- 
ments of the buyer of his ability to satisfy demand; 
the buyer makes ‘his purchases on the basis of the 
greatest value to himself—this value being measured 
in terms of use and service of the purchase. The pack- 
age definitely fulfils a service—even though the full 
measurement of that service may not be immediately 
apparent. 


Packaging for Foreign Trade 


ANUFACTURERS who are planning on pack- 

aging for export distribution will be interested in 
the experiences of the Hecker-H-O Company, Inc., as 
described on page 43 of this issue. Likewise similar 
information as it relates to biscuit packaging appears 
on page 52. The latter refers particularly to the struc- 
ture of the packages to be used, whereas in Mr. Fleming’s 
article certain merchandising considerations are taken 
into account. 

Compactness, light weight and durability must be 
incorporated in packages as well as in the shipping cases 
so that the expense of shipment is held to a minimum 
and ample protection afforded under various climatic 
conditions. There is also the consideration of linings as 
well as package sizes (weights and dimensions). 

In the matter of package design a good rule to follow 
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seems to be, ‘‘When in Rome do as the Romans do.” 
Such illustrations as are used should be attention com- 
pelling. It will be noted in the Hecker-H-O case the 
choice of ‘Sunny Jim,” “Oliver Twist” and the ‘Red 
Ball,” the selections were most happy ones—and suc- 
cessful. A comparison of these with foreign packaged 
food products will show that similar designs have been 
included on the better known packages. Another point 
which is well brought out is the manner of presenting 
recipes as included on the outer surface of the package or 
as a package insert. On the theory that ‘“‘some like it 
hot, some like it cold,’ the manufacturer is wise who 
follows the customs of the country and caters to its 
culinary preferences in suggesting the preparation of his 
products. 

Verily, merchandising, via the package, is the same 
the world over. The manufacturer must incite the de- 
sire on the part of the customer to buy. Whether he 
does this by wetting the appetite, in the case of food 
products; by appealing to a desire for beauty, as in 
toilet requisites; urging health as in medical prepara- 
tions, or making similar advances with other packaged 
products to the prospective purchaser, the object is 
always the same—to create an urge to buy. Any good 
salesman will tell you that his manner of approach is 
guided by the personality (as near as he can determine 
it) of his prospect. And the package, as a silent sales- 
man at home or abroad, must do likewise, and talk the 
language of its prospect. 


Under “Package Suggestions” 


T is difficult, of course, to keep up with all of the sug- 
gestions which are made for the furtherance of the 
package idea, and, incidentally, of course, for the con- 
venience of those who buy packages. Elsie McCormick, 
in her entertaining column in the New York World, tells 
us that recently one of her readers presented an excellent 
packaging suggestion. “In commenting on the shopping 
difficulties of household amateurs, he stated that some 
discerning storekeeper ought to put in paper packages 
the exact ingredients for a dinner. These could be 
adjusted to two, three or four people as the case may be. 
Not a bad idea that. Already we have in packages the 
complete ingredients for a shave, a face beautification 
and other combinations which cater to personal deco- 
ration, so the satisfaction of inner requirements should 
not be far off. We did learn, early in our contact with 
packages and packaging methods, of a plan to include 
in a single over-all container the requirements for a 
New England breakfast, or was it a Saturday night 
supper? Beans and brown bread, as we recall it. Pie 
was not mentioned so that must have been supper.” 
But there is logic in Miss McCormick’s elaboration of 
the idea, particularly in her specifications for adequate 
instructions as to directions included on or in the pack- 
age. ‘The package, she says, ‘would also contain direc- 
tions that even a columnist would find to be foolproof. 
Household pages could be raided for menus and the 
dinners listed under serial numbers. ‘Thus a weary wife 


April, 1930 


need do no more about shopping than take the telephone 
from the hook and mention a series of digits to the 
grocer. 

“T would favor this system provided the packages also 
contained the amount of staples necessary. Directions 
that speak of a dessert-spoonful are highly puzzling be- 
cause one does not know whether they mean something 
just a little larger than the spoon that goes with the 
demi-tasse, or one of those sub-tablespoons that appear 
with the dessert in England. 

“Providing the staples would also be useful to people 
who, like myself, are always puzzled by a reference to a 
‘dab’ of butter. Somehow I always picture a dab as 
being half the size of the sole of a shoe, although reason 
tells me that it is probably a good deal smaller.” 

Having quoted thus far, it would be a mistake to omit 
the remainder of Miss McCormick’s whimsical treatment 
of the subject and our readers, we know, will overlook 
this digression from the path of levity in these columns. 
We cannot always be serious—nor would you have us be. 
So we continue. 

“T also trust that the packages will include that 
mysterious ingredient known as ‘stock.’ Again and 
again I have ridden smoothly along on the breast of 
a recipe, only to be brought up short by the need for 
this unexplained material. A new book which is opti- 
mistically called ‘French Cooking for All’ tells me that 
excellent partridges can be prepared if one mixes stock 
with butter and adds it to the birds. 

‘“‘Now I have some stock which, all things considered, 
I would be quite willing to mix with butter and add to 
birds. The chief trouble is that the recipe does not 
specify the number of shares, or whether or not one 
should remove the seals.” 


It’s Sometimes Done 


ECENT news dispatches carried information re- 
garding the uncovering of an extensive counter- 
feiting plant in Philadelphia where imitators were turn- 
ing out fake ‘Vitalis’ in large quantities. Spurious 
labels, bottles, cartons, caps and even shipping cases 
were in evidence. The two defendants were held for the 
grand jury with a trial to follow and in the meantime 
evidence was being gathered against the wholesale 
supply men who were supposed to have furnished the 
capital and instigated the crime. We learn further that 
this is the fourth case of prosecution by Lewis Brothers, 
makers of ‘‘Vitalis,” whose product is being imitated and 
dispensed in spurious packages. 

How to prevent this nefarious practice is a problem. 
The buyer can be protected when a product alone is 
imitated but when the entire package is copied there is 
little opportunity for a protest from this source. The 
public has become accustomed to accept the package in 
its entirety as the brand designation of a given commod- 
ity and assumes that the contents are genuine. In in- 
stances such as the above the only recourse is through 
investigation of distributing sources by the original man- 
ufacturers of the goods. 
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Packaging a Household Germicide 





Mercurochrome Is Automatically Filled, Sealed and Labeled—A Convenient 


O the layman mercurochrome represents an effect- 
an and convenient prophylactic and general anti- 

septic, handy to have about the house, office and 
shop for use on cuts, abrasions and minor wounds. To 
the physican it is known as the disodium salt of dibrom- 
oxymercuri-fluorescein and is readily soluble in water, 
forming a deep cherry-red solution. It is used almost 
exclusively in aqueous solutions of strengths varying 
from one half per cent to ten per cent, or stronger, and 
is applied directly to the parts affected. For general use 
as an antiseptic it is prepared in a two per cent solution 
and furnished in '/: 0z. applicator bottles. For phy- 
sicians and prescription purposes, mercurochrome is also 
obtainable in crystals and in tablets. 

At the plant of Hynson, Wescott and Dunning, 
Baltimore, Md., owners of the trade mark and patent on 
mercurochrome, modern automatic methods are in use 
in the filling and subsequent packaging of this solution. 
The various steps are well shown in the accompanying 
illustrations. The solution is placed in the rectangular- 
shaped bottles by means of a 12-stem rotary vacuum 
filler and the filled bottles are automatically delivered 
to a moving belt conveyor at the rate of 60 per minute. 
As the bottles pass the operators the glass corks, which 
include an applicator rod, are inserted by hand and each 
cork is pressed firmly into place by a revolving wheel. 
Continuing along the conveyor, the bottles are then 
delivered into trays or pans at the end of the unit. 
After being washed the bottles are placed on a moving 
belt which carries them through a full automatic labeler 





















Labels are placed automatically on bottles 


Applicator Bottle Provides Easy and Simple Method of Use 


By EDWARD THOMPSON 





that places a label around three sides of the bottle. 
Incidentally, the unlabeled side of the bottle carries 
the name of the company in raised letters formed in the 
glass. Gelatin caps are then placed over the bottle 
tops and the completed bottles are packed in plain set-up 
boxes containing two trays each, six bottles to each tray. 
Subsequently these are placed for shipment in wooden 
boxes. 


ERCUROCHROME erystals are put up in 

bottles containing 10, 30, 100, 250, 500 and 
1000 grams. Likewise, 4.5 grain tablets are put up in 
lots of 30, 100, 250, 500 and 1000. In both cases filling 
and corking is done by hand and after these operations 
each bottle is hand wrapped in parchment paper. 

In addition to mercurochrome, Hynson, Wescott & 
Dunning also manufacture special therapeutic products 
and diagnostic agents and appliances, all of which 
require special hand packaging. And it is of interest 
also to know that in addition to the manufacturing plant, 
the company conducts a drug store—not a drug store 
as we think of it today, selling everything from balloons 
to baseball bats, but a real drug store. 


EQUIPMENT USED (MERCUROCHROME) 


Rotary vacuum filler: Karl Kiefer Co. 

Conveyor: Karl Kiefer Co. 

Corker: Karl Kiefer Co. 

Automatic labeler: Economic Machinery Co. 
Semi-automatic labeler: Economic Machinery Co. 
Bottles: Swindell Bros. 

Set-up boxes: Taylor Bros. 

Viscose caps: DuPont Cellophane Co. 


Automatic filling and corking of mercurochrome 
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Why Not Use Labels? 


The Solution of Many Packaging Problems Lies in the Use of 


Specially Designed Labels 


By A. Kk. PAUL 
The Foxon Company, Providence, R. I. 


slip of paper attached to anything to indicate its 

destination,’”’ and although this definition was writ- 
ten many years ago it still expresses the pur- 
pose of a label. Package manufacturers par- 
ticularly should consider carefully this defi- 
nition, for to-day we can read in it another 
meaning of “‘destination.”’ 

The destination of all packaged merchan- 
dise is purchase and use by the consumer, 
therefore the label must not only indicate 
this destination but aid the merchandise in 
reaching its potential market. In some in- 
stances it is necessary for a label alone to 
perform all the functions of a well-designed 
package; in others it is necessary only that 
the label supplement the promo- 
tional functions of a package, but in 
either case the label employed must 
be in harmony with the product and 
suggestive of one or more of its 
dominant characteristics. 


, \HE dictionary defines the word “‘label’’ as “‘a small 


ELECTING the proper label differs only slightly 

from selecting a package design or method of 
decoration. Suitability, attractiveness, legibility 
of type face used and color combinations must all 
be considered. The first step in selecting a label is 
a thorough analysis of the product, competing brands and 
market to be reached. Once this analysis has been com- 
pleted and the type of label has been determined the ac- 
tual selection of an individual label is fairly simple. 

If the product is in the luxury class, intended for dis- 
play in exclusive shops and intended to appeal to a qual- 
ity market, the label 
should be subdued 
in tone and sugges- 
tive of the exclus- 
iveness of the prod- 
uct. Papers print- 
ed or embossed in 
rich colors and de- 
veloped in a re- 
strained manner are 
most suitable for expensive perfumes, powders or other 
toiletries. Labels of this type are frequently employed 
by smart specialty shops on all boxes used to deliver 
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merchandise. 
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RODUCTS intended for a sophisticated market 
should carry labels suggesting newness and a modern 
note. Startling effects in design and unusual color 
schemes can be employed 
without stint on labels of this 
class. 
Labels are also used to 
brighten up a package. Boxes 
covered with plain papers, or 
opaque glass jars, afford the 
best background for the highly 
colored label, and their ap- 
pearance is greatly improved 
thereby. 
Moreover the label in this 
instance provides the product 
with a positive identi- 
fication, and is an ab- 
solute necessity if cus- 
tomer recognition is 
to be established. 

Many products sold in bottles or glass jars are 
provided with two labels, one carrying the name 
of the product and name of the manufacturer and 
the second the directions for use of the product. 
An adaptation of this principle is the string tag, 
consisting of two labels pasted back to back, each 
side containing different wording and information. 

Such double-faced tags are particularly well adapted 
to odd-shaped bottles and they are extensively used 
on jewelry, silverware and novelties of all sorts. 


NE special use of labels is in transforming a standard 
package into a seasonal one. Christmas, Mother’s 
Day, Easter and other 
holiday designs can be 
used for this purpose and 
adapted to a band, rib- 
bon slide or tab label of a 
type that can be removed 
by the retailer after the 
holiday without detract- 
ing from the appearance 
ot the package. This is a 
simple method of pre- 
venting the losses that 
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sonal _ pack- 
ages. 

Labels are 
frequently 
usedasa 
means of 
closure for 
transparent 
cellophane 
wrappings. 
When used in this manner they perform the double 
function of closure and mark of identification. In 
addition a well designed label is often used to brighten 
up a transparent package or to convey instructions for 





the use of the product. 
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Identification is helped by a label cut in a characteristic 
shape suggestive of the article or its use. 

In the design of labels used for glass food containers, 
the first question to be considered is that of size. With 
most opaque containers a label as large as the pack- 
age itself can be used. Ob- 
viously so large a_ label 
would not be required with 
a glass container nor would 
it be desirable, since in 
choosing glass as a container 
for food products one of the 
main objectives is to make it 
possible for the consumer to 
see what she is buying. Rel- 
atively speaking, therefore, 
the glass food container 
label should be of a small 
size and it should be so de- 
signed that the consumer 
can see the product when 
looking directly at the front of the package with the label 





in place. 

Another problem presented by glass package labels is 
that covering instructions as to how the product should 
be used or suggestions as to the variety of ways in which 
rhe product may be used. Obviously, instructions or 
suggestions of this nature cannot be carried by the 
package label itself, for that must be kept simple in 
every respect and used almost exclusively as a mark of 
identification to aid the consumer in selecting the pack- 
er’s product. 
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A method 
commonly used 
to overcome the 
limitation of the 
package label 
proper is the use 
of a second label. 
If the second 
label is used it should conform to the package label 
insofar as the color combination used is concerned. 
Otherwise it should be as plain and practical as 
possible. In most cases an upright oblong label placed 
on the back of the container will best serve the purpose. 
The instructions for use should be made as simple and 
clear as possible for it must be remembered that the con- 
sumer in buying package merchandise is buying for im- 
mediate use and trying to avoid as much as she can the 
work involved in the home preparation of food. 

Labels can be used to advertise a product not only by 
their presence on the product itself, but by a judicious 
application to mailing pieces or stationery used by the 
manufacturer, thus linking the name of the product with 
the name of the manufacturer. In fact, the use of a label 
on correspondence for general publicity purposes, to call 










attention to anniversaries, conventions or coming events 
of local and national importance, is a new factor in ad- 
vertising that is just beginning to receive its share of 
appreciation. 


whatever manner used a well-designed label is bound 
to attract attention because of its difference; because 
its comparatively small size permits of a treatment which, 
on account of cost or other factors, would not be practi- 
cable on larger printed pieces. It can be gay, daring, full 
exquisitely 
acameo; its 
pithy, brief 
reason never 
can be 
adapted to so many 
purposes that it rarely 
goes to waste 
Labels, in fact, have a 
sales value which is peculiarly their own. The accom- 
panying labels show only a few of the many possibilities 
of label design. It is always possible to obtain a label 
design which will best serve the product or purpose for 
which it is intended. 


of color, as 
modelled as 
message is 
and for that 
tiresome. It 
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How Modern Is the Modern 
Package? 


Feminine Inspiration Combined with Simplicity and Emotional Force Results 
in Packages That Are Modern and of Enduring Quality and Advertising Value 


By M. M. GORDON 
Vice-President, Princess Pat, Ltd. 


EMOSTHENES chided Aeschines, his rival for 

oratorical honors, saying: ‘‘You make people say 

‘How well he speaks!’ I make them say: ‘Let 

us march against Philip.’ ’’ By the same token many 

modern packages designed for ‘‘cleverness’’ seem to be 

the echo of Demosthenes’ criticism. They say: “How 
striking am I!’’ but they do not say: “‘Buy me!” 

How modern the modern package is depends not upon 
its novelty of design and appearance, but upon how well 
it will sell goods. 
Even more import- 
antly, upon how long 
it will sell goods, 
whether for a short 
time or indefinitely. 

This article is not 
to discuss modern 
packaging in general. 
It deals with Princess 
Pat packages spe- 
cifically. But seem- 
ingly, the problems 
encountered in cre- 
ating successful cos- 
metic packages must 
have wide applica- 
tion to packaging in 
general. For women 
buy seventy-five per 
cent to ninety per 
cent of all packaged 
products. Further- 
more, cosmetics are especially difficult to package effec- 
tively. Women may be indifferent to minor flaws in the 
conception of packages that dispense prosaic things, 
but their psychology attunes them to notice favorably, 
or unfavorably, the package dress of beauty aids. 
And, as they perceive, they buy or reject. No new 
line of cosmetics may hope to succeed, despite the 
merit of its goods, unless it is, more or less, correctly 
packaged. And long established lines have been, and 
are being, defeated by packages which have lost step 
with time by packages that are so completely out of date 
that they repel instead of attract. 
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A group of Princess Pat products in modern package dress 


EARLY ten years ago, Princess Pat approached the 
problem of creating packages. Undoubtedly, cos- 
metic packages, at that time, were static. With their 
baby blues, pinks, lavenders, and innocuous design, they 
constituted as complete an anachronism as ever existed. 
They were drowsing along in sweet somnolence, when the 
times called for tempo, mood and color. But on the old 
plan of let well enough alone, it required courage to de- 
part from established custom. Not only courage, but 
profound study of 
every sign post that 
might guide aright 
in the conception of a 
package that would 
not only be new, 
but strike the right 
note of appeal the 
very first time. 

Heaven help the 
cosmetic package 
that fails to possess 
that ‘‘something’’ 
which appeals to the 
aesthetic sense! 
Nothing the manu- 
facturer can do sub- 
sequently will repair 
the damage. Itisa 
case of going back 
and starting all over 
again. 

And in the days of 
Princess Pat’s pioneering, there was nothing concrete to 
follow—no cosmetic package that had stepped out of its 
Mid-Victorian and anemic dress in favor of a garb that 
had anything of color, tempo, or mood. 

Of course, ‘“‘modern packaging” had been born. But 
its parentage presaged a race of ‘‘wild children.’’ For 
it was sired by cubist ideas, and cradled by futuristic art, 
and this post-impressionistic twain recognized no re- 
straint. Eccentricity was the shibboleth of the then 
modern packaging, and packages were clever with sur- 
face tricks, and utterly guiltless of sound thought. 

When Princess Pat contemplated packaging a line of 
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Prineess Pat 
SKIN CLEANSER 





Both jar and carton possess great advertising value 


cosmetics in modern dress, there had to be wise, almost 
prophetic, discrimination to avoid pitfalls incident to a 
new school of thought. Fundamentals had to be con- 
sidered, along with the desire to adapt new ideas. 

Some one has said that only beauty endures. That 
was a good working hypothesis. Assume this viewpoint 
and it is possible to build toward a good result. 


UT there is alsoa certain indefinable emotional appeal 

to be sought for! And if anyone is skeptical that 
packages can and should possess emotional appeal, let 
him but overhear a woman say of Princess Pat’s pack- 
ages: ‘‘Oh, how lovely, how perfectly gorgeous!’ On 
the contrary, let him eavesdrop upon feminine opinion 
regarding stereotyped cosmetic packages and the com- 
ment will, too often, lack warmth and conviction. 

But the modernistic handling does give tempo. It 
supplies a dynamic quality in contradistinction to the 
static somnolence of old-fashioned packages. For this 
characteristic, Princess Pat is indebted to, and has taken 
full advantage of, the heritage we have from post- 
impressionistic designing. 

So in creating Princess Pat packages, we ‘went 
modern’”’ with what, at the time, was admirable restraint. 

Another consideration that shaped our final theme of 
packaging was really prophetic. We arrived at full 
recognition of the value of distinction. Perhaps, some 
will say, that distinction has always been recognized. 
Certainly not by its works. For distinction rests 
squarely upon two things—simplicity and emotional force. 
How many packages can be named that possess both? 

Another factor in determining the design and ap- 
pearance of Princess Pat packages was consideration of 
what women would approve, by reason of their aptitudes 
and training in the appreciation of objects, textures, 
colors, style and the interdependence of all these in a 
completed whole. Almost from infancy, women im- 
bibe color lore from the fabrics they wear, the jewels 
they adore, the flowers they cherish, all the beautiful 
things that become a matrix behind the mind’s eye, a 
measure of all things upon which they gaze. Therefore 
the motif of Princess Pat’s packages is glow. Actually, 
the packages simulate the beauty of glowing jewels— 
and that they do is a matter of deliberate intent. 
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T is interesting to realize, in this connection, that the 
old-fashioned cosmetic package is the conception of 
man’s mind. And, do you know, that given a number of 
colors from which to select the most pleasing, men and 
women make choice greatly at variance? This one fact, 
alone, accounts for the distaste women have for many 
modern packages upon which time and money “have 
been lavished without stint. 

There is, of course, feminine inspiration in Princess 
Pat’s packages. There is, of course, identity. It is 
practically impossible to imitate any Princess Pat pack- 
age without deliberately copying it. And even then, 
unless each line of the design, and every color, were 
exactly imitated, the spurious product would be easily 
distinguishable, by its lack of inspirational value, by 
absence of emotional force and sense appeal. ‘This is 
because every Princess Pat package, since the inception 
of the line, has been created by Princess Pat’s own design 
and art department—because each new package must, 
for final okay, be passed upon by one person. In this 
way, and no other, can the tangible spirit of identity that 
is unalterable and inimitable be breathed into packages. 

The colors chosen for Princess Pat packages were red, 
gold, black and white. The decorative motif is found 
in the crowns suggesting royalty and the powder puffs 
suggesting femininity. Red, gold, black and white 
may always be combined in a way to appeal to women’s 
love of richness and splendor, and to her innate sense of 
delicate balance. Princess Pat has many packages, 
but the same motif runs through every variation. Also 
the carefully considered fundamentals of the Princess 
Pat package permit flexibility. The packages may al- 
ways be modernized in the true sense of modernity with- 
out in the least endangering identity, emotional appeal, 
or merchandising effectiveness. It is impossible for 
any set of circumstances to arise, at any time, in the 
future, which could render Princess Pat packages obso- 
lete. 


HERE is another thing to consider in packaging cos- 
metics. The package remains in a woman’s posses- 
sion for considerable periods. A box of powder lasts a 
long time and comes again and again to eye attention. 
If the design be less than correct from every fundamental 
aspect, repetition of seeing it (Continued on page 76) 
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Feminine inspiration 1s evident in the designs of label and carton 
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Packages in the Spotlight 


The shoe box shown in the background is covered with green paper decorated in a gold all-over pattern. It also shows a reproduction in colors 
of the Paris shop of Hanan and Sons. The display card for Seidner’s mayonnaise is developed in bright colors and black. A dozen in- 
dividual cheese packages of tinfoil and brightly colored labels are packed in a folding display carion. Emery gift candles in various 
colors are packed in attractive boxes decorated with modern playing card design and wrapped in Cellophane. Kleenex cleansing 
lissues are now made in green, yellow, pink and white and packed in cartons decorated in the same colors. These are wrapped 
in Cellophane. A clock-shaped package covered with a decorative paper in green and piped with pink contains four 
cakes of imported soap. The face is of silver with black figures and is covered with Cellophane. Sold by Jerome W. 

Ephraim, Inc., of New York. A silver Arison display of unusual design is being used by the Swan 
Pencil Co. of N. Y. to introduce a new pencil. Lower center: Boxes covered with red and gold paper are 
used by Thompson-Smith of N. Y. to contain decorated match cases and two refills 
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Packaging for Vending Machines 


Trends in Automatic Merchandising Indicate Increasing Demand for 


Product-Identifying, Tight-Sealed Packages 


By WALDON FAWCETT 


ENSATIONALISTS love to dwell, in this era of 
self-glorification, on the miracles that are revo- 
lutionizing distribution, and, incidentally, packag- 

ing. All the fresh, transforming influences, ranging 
from dry ice to aerial transport, are hailed as millenium. 
Just as though the entire history of marketing were not 
a succession of such surprises. Meanwhile, the public 
at large, not to mention many persons in packaging 
circles, remain indifferent to that latest expression of the 
spirit of the ‘‘machine age’ which bids fair to make the 
heaviest additional demands upon, and open the greatest 
new opportunities to, the forces and resources of pack- 
agedom. 

Modernism in package art, the tidal wave of color, 
and the standardization born of the chain store system 
are all very well as inciters to package redesign. But 
when it comes to opening new outlets for packaged 
goods and setting up new specifications for wrappers and 
containers, there is nothing to compare with the current 
development of automatic merchandising. In its pres- 
ent giant stature, selling by machine is so recent in 
arrival that only a fraction of the packaging audience 
has sensed its significance, to packers and package 
supply houses. 

All this, apropos the sudden graduation or elevation in 
dignity of the most versatile type of silent salesmanship. 
For years past, Americans have been familiar with the 
principles of coin-operated mechanisms. But, usually, 
in the humble company of the penny arcade! Amuse- 
ment devices, fortune-telling automatons, pay-as-you- 
enter testers of skill or strength, and automatic scales 
comprised the main category of slot machines. Packag- 
ing for this self-serve market was a minor detail of ma- 
‘chine outfitting. And special packaging, in comple- 
ment to machine service and the psychology of machine 
shoppers, was never thought of. 

In this period of lethargy—the infancy of a child- 
wonder-to-be—virtually the only Americans who made 
contact with the science of packaging for vending ma- 
chines were the few manufacturers who were called upon 
to fill orders from overseas. While the United States 
slumbered, various foreign producers pushed the evo- 
lution of the slot machine as a dispenser of commodities. 
In Germany, coin-operated machines were introduced to 
vend tobacco products, confectionery, books, soap, 
perfumery, etc. In Great Britain, the trail led from the 
simple picture machines and stereoscopes to the so- 
called “Super”? models—general merchandising machines 
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which sell practically all sizes and shapes of grocery 
items and package goods. 


HE story of the rise, in the United States, of machine 

retailing of branded commodities, as distinguished 
from coin-released pastimes, is recent history, indeed. 
But, characteristic Yankee inventiveness and American 
energy have more than made up for the late start, and 
already the European procession has been overtaken. 
So much so, that millions of dollars’ worth of American 
vending machines will be installed, this year, in Old 
World locations. What with the production of “‘se- 
lective’ machines, ‘‘change-making’’ attachments, and 
talking robots, that call aloud trade mark names and 
say ‘““Thank you,” the play-boy aspect of the automat 
came to be overshadowed by the possibilities of 24-hour 
merchandising of staples and specialties to cash-and- 
carry customers. 

Here enters—so lately that it may be told as spot 
news—the golden era of packaging for the vending ma- 
chines. To realize what a responsibility is unfolding, 
it is only necessary to glance at the range or variety of 
products that are now machine sold. Some three score 
different types of coin-operated machines now pass out 
more than one hundred of the most widely-used lines of 
commodities. That the ‘iron salesmen” make retail 
sales more quickly and with greater accuracy than their 
human prototypes, goes without saying. But that is 
not all. There are important considerations of saving 
of floor space as well as tireless operation. With bat- 
teries of machines “that almost think,” pushing out 
purchases in rapid succession, there is scant chance that 
any customers will turn away discouraged in the rush 
hours. And the steel-muscled retail servant will never 
offend as does the ill-mannered, impolite, inattentive 
clerk. To be sure, the latest models of venders are fitted 
with uncanny facilities for rejecting “slugs” or fraudulent 
coins, but the denial is made quickly and firmly and with- 
out those wordy arguments that are so exasperating to 
a waiting line of customers. 

To appreciate how formidable is the new responsibility 
that has been left on the doorstep of the packaging com- 
munity, we may catalogue a few of the sure-selling lines 
that are coming to market, in increasing proportions, 
via the inanimate peddlers and their self-contained 
packs. Aside from amusements, radio entertainment, 
tickets, and postage stamps, the new generation of coin- 
controlled machines are selling for cash: automobile 
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accessories, books, candy, cigarettes, cigars, combs, drug 
preparations, envelopes, chewing gum, handkerchiefs, 
marbles, matches, mint rolls, novelties, nuts, paper 
cups, pencils, perfumes, bath salts, playing cards, razor 
blades, shaving cream, towels, shoe strings, shoe polishes, 
soap, tooth pastes, tooth brushes, and toilet articles. 
ATCHING in significance the increase of the auto- 
matic stock in trade are the improvements in 
cabinet design which give to the individual machine a 
versatility undreamed of in the old days. Single ma- 
chines vend six and eight different brands of the same 
article or merchandise, by clock-work, several different 
classes of goods. The “kit” or combination package 
has invaded the coin-machine field with a vengeance. 
Most important of all, perhaps, from the standpoint 
of the package world, the old closed-cabinet style of 
vending machine is rapidly giving way to the glass 
front or visible vender which affords customers ‘‘visible 
selection” and incidentally permits appeal in full force 
by the color dress and adver- 


public, is almost unanimous for product-identifying, 
tight-sealed packages. This sentiment is prevalent 
without regard to whether the packagers of goods own 
their machines outright and lease same to retailers, or 
whether the supply interests be engaged in furnishing 
“fills’’ for machines owned outright by merchants or 
controlled by third parties. It is the more meaningful 
that the trend to packaging was so pronounced before 
the “show window’ version of the coin-operated ma- 
chine made its appearance. Now that the machine- 
producing industry is busy with improvements in the 
“window” and “cut away” features, which put the 
package goods on view, while in the vender, there will be 
all the more incentive to have recourse to packages and 
to play up the attire and the poster qualities of the 
packages to the utmost. 


look below the surface shows that there are sound, 
practical, technical reasons, as well as considera- 
tions of sales strategy, why all vended commodities 
should be put into packages 
whatever species of machine 





tising display of the package. 

While the externals of the 
modern vending machine 
have thus been accommo- 
dated to the purposes of 
package selling, a transforma- 
tion no less influential has 
been going on inside the 
magic box. Vending ma- 
chines continue to exemplify 
several standard mechanical 
arrangements. ‘There is the 
endless chain or belt con- 


new outlets for 
and setting up 
for wrappers 





T HE robot as a factor in retail 
sales has overcome objections 
of buyers who protest against in- 
attentive clerks and rush hour buy- 
ing. Improvements in its design 
permit the effective use of packages, 
thereby offering to manufacturers 
their merchandise 
new specifications 
and containers. 


is to make delivery at the 
flip of a coin. Foremost, 
perhaps, among these ma- 
terialistic factors is that of 
cleanliness and_ sanitation. 
A large proportion of the 
articles retailed via the ma- 
chines are either food prod- 
ucts, which are to be con- 
sumed uncooked, or articles 
for intimate personal use, 
such as soap, handkerchiefs, 
perfumery, etc. The custo- 








veyor form for delivery of 
goods in rotation. Likewise, 
the Ferris Wheel pattern. And the set-up of tiny bins 
or shelves, the contents of which are progressively 
exposed in response to the deposit of coins, permitting 
removal of the items by purchasers. Without regard to 
disparities in the working parts, however, the impressive 
innovation, common to all groups, is the increase in the 
“‘magazine’’ capacity or stock storage space of the up- 
to-date vender. It is quite common, nowadays, to 
find a selective vendor stocked with 100 packages of 
each item. And machines designed with an eye to con- 
tinuous operation may be refilled from the rear without 
any interruption to business. 

With the trends in automatic merchandising running 
in the direction above indicated, it is no surprise to hear 
that the drift in machine marketing technique is setting 
in strongly to package goods. My authority for this 
statement is no less an oracle than J. A. G. Pennington, 
the coin-operated machine expert of the Department of 
Commerce. Mr. Pennington, who has lately returned 
to Washington from a tour of observation, tells me that 
only a few commodities, such as salted peanuts, continue 
to be sold loose or dispensed in bulk from the machines. 

Investigation by Special Agent Pennington indicates 
that the current demand, both of the trade and of the 
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mer knows that, in many in- 
stances, the vending machine itself stands exposed to 
dust, smoke, germs, gases and all the microbe-carriers 
of urban atmosphere. This being so, the fastidious 
consumer will be more than ever insistent that his or her 
portion shall come from the machine with its privacy 
amply protected. 

Turning to the inside of the trade we find an urge to 
packaging just as potent. The packer of goods or the 
distributor may be secretly scornful of the finicky tastes 
of the hygienic customer and yet, when it comes to auto- 
matic merchandising, he knows deep down in his heart 
that he must say ““Amen’’ to customer demands—albeit 
for an entirely different reason. The plain truth is that 
the average product, which is offered in the coin-operated 
machines, must be duly packaged, and packaged with 
studied regard for conditions, if it is to pass to the hands 
of the ultimate consumer in a state that will insure the 
proper pull for repeat orders. 

Just as the ultimate consumer must be reassured, 
package-wise, against the contaminating agents that 
assail a vending machine, standing day and night in an 
exposed position, so doth the producer and distributor 
need all the insurance that a package can give against the 
deteriorating influences that penetrate even the stoutest 
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cabinet. The problem of storage temperatures is one 
upon which the wizards of the machine vending industry 
are even now at work. Obviously, they must devise 
refrigeration facilities if the robots are to serve frozen 
confections, ice-cold bottled beverages and like special- 
ties. But in the meantime—and always, probably, to 
some extent—precautions must be taken against trage- 
dies such as the “‘sticking’’ of candy in hot, damp, humid 
weather. Hence, from the matter-of-fact utilitarian 
standpoint, packaging with foresight and discretion is a 
prerequisite of lasting success in merchandising many of 
the specialties that are moved most effectively by the 
coin machines. 


HAT stampede to 5- and 10-cent packaging, which 

has been so striking a feature of the recent progress 
of distribution in other quarters, has brought its own 
special reaction in the automatic field. The increasing 
use of vending machines by the five-and-ten-cent stores 
is an added compulsion for the development of special 
fashions in packaging adapted to handling by steel 
fingers. ‘The 5-and-10 stores are turning to the robots 
since it has been shown that small articles, which have 
heretofore been spread out on display counters, can be 
serviced just as effectively or more effectively by ma- 
chines, in one-third the floor space. But these goods 
which were formerly sold from open trays on the counters 
need to be packaged for the mechanical gesture. The 
five-and-ten stores are also making use of vending 
machines, which can be set up in the most conspicuous 
locations, to handle their store ‘‘specials,’”’ which are 
changed at frequent intervals and which supplement the 
distributive efforts of regular salespeople. 

In the estimation of the Government experts, one of 
the foremost of the fresh influences now at work to 
stimulate packaging for machine distribution is to be 
found in the beginnings of an era of ‘‘accommodation 
outfitting’’ in the multiple-family dwellings of our cities 
of various sizes. Mr. Pennington, having had a peep 
at plans in the making, looks forward to the day when 
the lobby or main hall of every apartment house and 
apartment hotel of any pretensions will be peopled by its 
quota of vending machines, specially stocked, for ‘‘con- 
venience shopping’”’ and off-hour marketing, with drug 
specialties, safety razor blades, bread, milk and other 
necessities of life. This carrying of marketing machinery 
to the scene of consumption will surely necessitate cer- 
tain special concessions in packaging practice. For ex- 
ample, the provisions of the small, emergency packages 
of standard remedies that would be one of the chief 
justifications for setting up a tabloid store in a strictly 
residential environment. 


OR the time being, at least, the mechanism of 

machine-selling puts limitations upon the size and 
shape of packages. In certain spheres, to be sure, the 
packager seems to be given a free hand. As witness, 
the announcements of certain builders of candy venders 
who proudly proclaim that their robots will “handle any 
nationally advertised candy bar in its original package 
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regardless of shape.” But, broadly speaking, packagers 
must cut their suits to fit the cloth. Vending machine 
builders, be it said to their credit, are doing everything 
in their power to facilitate successful packaging. Ma- 
chine makers will always supply the trade with sample 
boxes indicative of the size and shape of container that 
will work best in a particular machine. Already, too, 
the rise of machine vending has cultivated certain 
novelties designed specifically for this channel of dis- 
tribution. As an example, there may be cited the card- 
board tubes which are making a hit as carriers for choco- 
lates and other sweetmeats. Or, the “short length’ 
package mints which are guaranteed against all break- 
age whatsoever. 

“One of the most interesting manifestations that the 
thoughts of marketers are turning to packaging for the 
automatic merchants, and a sure symptom that planning 
is under way for the long pull, is found in the scramble 
to grab off trade mark names eloquent, not so much 
of the products, as of the package. Traders are busily 
plotting to persuade the public to order by package desig- 
nation—a brand new habit for the public but one that 
will be of immense advantage to marketers if the vend- 
ing machines become one of the mainstays of distribu- 
tion. But, as luck has it, there is something more to 
name capitalization than being the first to fasten on a 
pet synonym for the package. The Federal ban on 
“descriptive’’ words complicates the situation. A re- 
cent episode—a double episode with the same actors— 
portrays, as could no preachment of generalities, what a 
ticklish operation it is to capture an exclusive ‘‘handle”’ 
for the vended unit. 

Autosales Corporation of Long Island City, N. Y., 
made application at the Patent Office for the registration 
of two package cognomens. Behold the contrast of 
their fates. ‘‘Washkit’’ was denied Federal recognition 
as a mark for sanitary packages containing towels, soap 
and comb. ‘The ground of rejection was that it was de- 
scriptive and the censors pointed out how extensively 
the term ‘‘kit’’ has come to be used for a set of articles 
sold together. Meanwhile, ‘‘Washpac’’ was accepted 
for registration as a trade mark for a sanitary package 
carrying the same toilet equipment. ‘The Commissioner 
of Patents, in granting admission to the alternative 
package nickname, ruled that it was not “merely de- 
scriptive’’ since it might be interpreted to refer to a 
pack or package which is itself washable; or to one which 
contains laundry to be washed; or, as in the present 
instance, to devices which may be used to wash some- 
thing. Doubtless it helped to win this concession that 
the Patent Office, some time ago, was told by the re- 
viewing authority, the U. S. Court of Appeals, that it 
must register “‘Safepack” as a trade mark for wrapping 
paper. The readily-recognizable identification to the 
public of goods awaiting sale in a closed vending ma- 
chine is one of the knotty problems of the new school of 
merchandising. If vended wares can be catalogued or 


coded by single words, indicative of the packages, ad- 
vertisers can more readily control the flow of consumer 
demand. 
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EINSON-FREEMAN CO., Inc. 
Lithographers 
Inventors and Manufacturers of the Einson-Freeman Patented Double Tier Container 


OFFICES AND COMPLETE MANUFACTURING PLANT 
511-519 East 72nd Street . New York City 


New England Office: 941 Park Square Building, Boston, Mass. 
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A 1930 PRODUCT IN AN 1890 PACKAGE IS AS OUT OF PLACE 
AS A SUB-DEB IN A HOOP SKIRT. YOUR PACKAGE, YOUR 
LAST CHANCE TO ADVERTISE, MUST HAVE EVEN GREATER 
SALES APPEAL THAN THE ARTICLE ITSELF. 


PACKAGES DESIGNED BY A FIRM DEVOTING ITSELF EXCLU- 
SIVELY TO THE CREATION OF BEAUTIFUL—AND SELF- 
SELLING—CONTAINERS HAVE A SALES-COMPELLING AT- 
TRACTIVENESS WHICH COMES ONLY AS A REWARD OF 
YEARS OF SPECIALIZATION IN PACKAGE DESIGN. 


SPECIALISTS IN PACKAGE CREATION 


PACKAGE DESIGN CORPORATION 
8 MURRAY STREET NEW YORK, N. Y. 
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Packaging Hecker-H-O Products 
for the Foreign Trade 


The Successful Export Package Must Be Compact and Light Weight, Vivid in 
Color and Distinct in Identity, and Must Afford Protection in All Climatic 
Conditions and in All Types of Transportation and Modes of Handling 


By JOHN WINTERS FLEMING 


HE export package presents peculiar problems. 

The Hecker-H-O Company, Inc., world-renowned 

manufacturers of flours and cereals, has solved 
these problems. Therein lies a tale, the bald, bare 
facts of which read like romance but yet sound tones of 
masterful package merchandising and most efficient, 
effective business operation. 

For years Hecker-H-O has exported packages to every 
important country in the world. So the company is 
thoroughly at home with the problems peculiar to the 
export package. No 
one is better quali- 
fied to outline the so- 
lutions than Law- 
rence Tremaine, the 
man in charge of ex- 
port sales, who is 
also president of the 
Buffalo Exporters 
Association. 

“Single - handedly . 
and alone, a foreign- f : 
language label does . Fm 
not and cannot 
transform a domestic 
package into a suc- 
cessful export pack- 
age.’’ Thus Law- 
rence Tremaine 
starts outlining his 
company’s foreign 
trade package poli- 
cies and practices. 
It is pertinent to note that Hecker-H-O recognizes 
clearly the limitations of the label. Mr. ‘Tremaine 
continues: ‘‘There are several fundamental factors 
in packaging successfully for foreign trade. The 
successful export package must be compact and light 
weight that it may be shipped at minimum cost, for 
shipping companies charge either by size or by weight, 
whichever appears more advantageous to them. 

“The successful export package must also be vivid 
in color and indisputably distinct in identity that it 
may attract instant attention and retain lasting recog- 


VLUG KOKEND 
HAVERMOU! 
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An informal family reunion of the Hecker-H-O export package group 


nition, not only among educated foreigners, but also 
among peoples who read no language. 
“The successful export package must afford protection 


in all climatic conditions and amid all types of handling 


and modes of transportation. Our export packages 
must be able to weather arctic, temperate, and tropical 
climates. They must be durable aboard ship, train and 
truck, burro-back, human-back, and in the air. 

“H-O Oats, packed in tins, triumphantly toured the 
Antarctic with Commander Byrd and the Arctic with 
the late Amundsen— 
by ship, air and dog 
sled. Regularly, in 
the ordinary routine 
of the day’s work, 
these same H-O Oats 
packed in tins, are 
transported into the 
heart of Africa on 
the heads of native 
negro porters and 
over the Andes on 
the backs of llamas. 
They go down the 
Amazon in canoes, 
the Nile in barges, 
and the canals of 
Holland in canal 
boats. The stress 
and strain imposed 
on the package by 
these infinite varia- 
tions in climate, 
transportation media, and handling methods, necessi- 
tates utmost care in choosing package material and in 
deciding upon carton construction. 


T has wisely been said that ‘One man’s meat is 

another man’s poison’ and that “There’s no account- 

ing for tastes.’ These old adages find modern use on the 

successful export package. Recipes peculiarly pleasing 

to native tastes have been worked out and appear on 

each package, printed of course in the language of the 
country to which the package is being sent. 
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“Like us, the Canadian likes his 
H-O firm and meaty. Unlike us, the 
Englishman likes his soft and mushy. 
The Argentine uses his H-O in his 
soup. The Brazilian likes it for 
dessert. The Chinaman frequently 
eats it instead of his beloved rice. 
And so it goes. Each native has his 
own way of preparing and using it. 
We have studied these varied native 
gastronomical tastes and worked out 
recipes foreach. It exerts a powerful 
appeal to the natives and is excellent 
package merchandising for the foreign 
trade. 

“Lastly, where possible, it is fine 
foreign business to construct the pack- 
age in such a manner that it may be 
used for other purposes when empty. As an instance, 
our H-O Oats’ tins are so made that when emptied they 
can be used for cooking utensils, drinking vessels, and 
the like. 

“Our three chief export products are H-O Oats (both 
quick cooking and regular), ‘Force,’ whole wheat flakes 
(a cereal), and Hecker’s cream self-raising flour. Analy- 
sis of the packages that carry these three products all 
over the world portrays graphically the manner in which 
we actively practise our export packagg policies and 
theories. 

‘Force’ is packaged in a carton 71/2 in. high by 51/2 in. 
wide by 3*/s in. deep, with a net weight of 10 ounces. 
The H-O Oats’ package measures 71/2 in. by 45/s in. by 
27/, in. and weighs 20 ounces net. We also pack our 
H-O Oats under pressure (6000 pounds to the square 
inch!) in 26-ounce tins, 5'/, in. high by 35/s in. in diam- 
eter, for the tropics, where, in addition to torrid tem- 
peratures and dank humidity, rough handlings and crude 
transports, the tin must combat vermin and rats. The 
export package in 
which we ship Heck- 
er’s cream _ self- 
raising flour is 6/2 
in. by 4 in. by 2°/s 
in. and weighs 20 
ounces net. 


“T have listed these 
weights and di- 
mensions because I 
believe that they ex- 
emplify well-nigh 
perfectly the light 
weight and compact- 
ness so desirable in 
the export package. 
“All of these prod- 
ucts are packed 36 to 
a shipping case— 
either a wire-bound, 
wooden case or a 
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Force at an English food show 


Packaging of export tins at a rate of twenty-four a minute 


heavy fibre carton where the latter will 
suffice such as in shipments to Con- 
tinental Europe and the British Isles 
where modern methods of trans- 
portation, handling, and storing are 
used. Arctic, tropical, Oriental, and 
African shipments demand the sturdy. 
heavy, wire-bound, wooden shipping 
case. 

‘“‘*Force,’ whole wheat flakes, our 
breakfast food, is protected against 
dampness by wax lining inside the 
package and wax wrapping outside. 
All other export packages are pro- 
tected by a label wrapper that seals 
the package. 

“Blues and browns, oranges and 
tans, run colorful riot against the 
brilliant yellow background of our ‘Force’ package. 
Over it all is stamped indelibly the whimsical person- 
ality of ‘Sunny Jim,’ who is ‘Force’s’ silent package 
salesman. 

“He is a hectic, eccentric-appearing gent with a 
penchant for odd dress that even outdoes the sartorial 
eccentricities allotted to O. O. ‘Odds’ McIntire! And 
purposefully so! He stalks symbolically across the 
vivid package in quest of ‘Force’ with his white tuft of 
hair curled out behind him from under his brown and 
white topper. Carrying his stout cudgel and adorned in 
orange jacket with yellow vest, white trousers with yel- 
low socks and dark orange shoes, and with his lone, 
large eyeglass, he cuts quite the unique caper. 


’ LL over the world, in ice and snow, in the glare of 
the tropics, people seek ‘Sunny Jim’s’ acquaint- 
ance, some by name, and many, who read no language, 
by appearance. They ask for the cereal ‘with the funny 
man on it.’ That's why ‘Sunny Jim’ is so eccentric in 
his dress! That’s 
the power of the 
package. 
“Similarly, our 
H-O Oats package 
possesses high color- 
allure and memor- 
able package iden- 
tity. It is a green, 
orange, and cream- 
colored carton. On 
it Oliver Twist, 
empty breakfast 
bowl in uplifted 
hands, hungry look 
in his eyes, is pic- 
tured asking the 
stern, stout cook for 
‘More H-O!’ 
“The whole world 
‘round, white peoples 
and black, brown hu- 
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Advertising H-O in Holland 


mans and yellow and red, keep close company with 
Oliver Twist though they may not know his name. 

“They ask for the package with ‘the hungry boy on it!’ 
That’s precisely why he’s on it! 

“In strange contrast to these two bold cartons stands 
the Hecker’s cream self-raising flour package. It 
is a most ordinary, commonplace package. Frankly, 
it is somewhat out of date. It needs modernizing. 
But—we don’t dare bring it up to date. Time and 
again we have contemplated changing this export con- 
tainer only to receive advices from all over the world not 
to change the package. People insist on the ‘flour 
package with the red ball on it!’ They won’t take any 
other. That’s why we're skeptical about changing. 
Again, that’s the power of the package! 

‘“‘We have been fortunate to secure permanent package 
identity by use of our regular trade marks, as we have, 
and thus kill two packaging birds with one stone. For 
in addition to the lasting package distinction that ‘Sunny 
Jim,’ Oliver Twist, and the Red Ball confer upon their 
respective cartons, these trade marks also serve as a guar- 
antee to both customer and trade of unchanging quality. 

“Our export packages play the most prominent role 
in our world-wide advertising through all media—news- 
paper, magazine, billboard, window displays, booths and 
stalls at food shows everywhere, dealers’ help material, 
package inserts, and the like. The picture of the package 
always appears in all our advertising and appears promi- 
nently and in natural coloring. 


" E use both foreign-language and polyglot labels 

on our export packages but we don’t attempt to 
make the label alone shoulder the entire burden of the 
export package, for of what avail is the foreign-language 
label among the millions of people who read no language 
at all?” 

Stevens B. Turner, vice-president in charge of pur- 
chasing, is the man to tell the actual packaging story 
from the mechanical angle. However, save for one 
notable addition, all the packaging units used were de- 
scribed in detail in the December, 1927, issue of MODERN 
PACKAGING. Mr. Turner takes up the story where the 
other article left off: 

“The packaging of Hecker-H-O products takes place 
in the company’s two mills—one in Buffalo, New York, 
the other in Ayr, Ontario, Canada. 
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‘The newest addition to our packaging machinery is a 
Hoepner automatic weighing and filling machine for 
tins, said to be the first of its kind. It weighs and fills 
three 26-ounce tins simultaneously at a rate of 24 a 
minute. 

“From the fourth-floor storage tank in the Buffalo 
mill three chutes carry the rolled oats down into the 
new unit where first they are automatically weighed and 
then shot down through three open-ended cylinders to 
supply the filling units of the filling machine. 

“These cylinders fit tightly within the tins and as they 
drive downward into the tins plungers pack the rolled 
oats solidly in the cans. These plungers exert a pres- 
sure of 6000 pounds per square inch! 

“From this new Hoepner unit the filled tins are belt- 
conveyed to a capper capable of 60 cappings a minute. 
Next the filled and capped tins are hand-packed into 
wire-bound wooden shipping cases. Lastly these cases 
are nailed shut with a nailing machine, the same unit 
used in making the cases.” 


EQUIPMENT AND SUPPLIES 


Carton sealers, weighing and filling machinery: 
matic Sealer Co., Ltd. 

Wrapping machines: Stokes & Smith Company. 

Container sealers: Standard Sealing Equipment Corp. 

Wax wrappers: Johnson Automatic Sealer Co., Ltd. 

Cartons, shipping containers: Robert Gair Co.; Consolidated 
Paper Co. 

Waxed paper: Nashua Gummed & Coated Paper Co. 

Printed cartons: Consolidated Paper Co. 

Tins: Continental Can Co. 

Weighing and filling machines (for tins): 
Machinery Corp. 

Capping machine (for tins): Continental Capping Machine Co. 

Nailer: Morgan Nailing Machine Corp. 


Johnson Auto- 


Hoepner Automatic 


Tariff Rate on Bottles and Jars 


Y an amendment proposed by Senator Royal S. 

Copeland of New York, the Senate has voted a 
tariff rate of 75 per cent ad valorem on bottles and jars 
used as containers of perfume, talcum powder, toilet 
water, and of the character for the holding or trans- 
portation of merchandise. This rate will apply to bottles 
and jars not produced by automatic machine. On 
bottles and jars produced by automatic machine, a rate 
of 40 per cent ad valorem will apply if the Senate amend- 
ment stands. 


A display at a food show in Holland 









The Textile Industry Considers 
Packages 


Service Should Be the Reason for Packaging This Type of Merchandise— 
Appreciation of the Value of Packages Slow in This Industry 











By ALLYN B. McINTIRE 
Director of Sales Development, Pepperell Mfg. Co. 







good many years ago they took the lowly soda _ off the front of the pile fixed to the woodwork with a 
A cracker out of the open barrel where it reposed nail, and do business with you. 
along with burnt matches, scraps of paper and But those days have gone, thank you, along with cigar 
plenty of dust, and elevated it. Mind you, at that time, store Indians and short skirts for evening wear. Now, ' 
it had no name, worthy of capital letters, for its two- thanks to ingenuity, competition and brains in the ; 
worded so-called ti- candy business, our 
tle was spelled with fruit drops, caramels 
a small “‘s” and a “‘c’’ and peppermints are 
from the same fam- all packaged. And 
ily. After the Na- so on ad infinitum 
tional Biscuit Co. through hammers, 
had designed a pack- wrenches, screw dri- 
age, they put the vers, bread, cake, 
crackers in it all rolls, frankfurters, 
sweet and pure and face powder, and 
clean and now we goodness knows 
buy Uneeda_ Bis- what not. 
cuits. Sugar—just Sound as the ap- 
plain ordinary sugar. plication of packag- 
That’s all, at least, ing to all those busi- 
that’s all it was in nesses has been (and 
the horseshoe days of proven itself) there 
1905. Now it is are still many men 
Domino. in the cotton goods 
Remember when industry who firmly 
you were a kid and contend that their 
you whangled a dime business is different 
out of mother. To and, along with 
the drug store or many other things, 
corner candy store packaging has no 


you went with that place in it. Let’s 
precious piece of all avoid any discus- 


Uncle Sam’s cur- sion right now and 
rency, tightly clasped maintain peace by 
in your perspiring agreeing with them. 
little hand. With But let’s be honest. 































your nose pressed flat Certainly it is differ- 
against that glass ent. And in the 
case containing the An appropriately decorated cabinet makes an attractive gift for Mother’s Day words of the old 
all too precious and National Cash 






eagerly sought candies neatly piled in glass trays, you Register salesman—that’s the very reason why you are 
timidly asked, “‘Mr. Stone, how many ‘chocklate’ in it. 

pep'mints fer a cent?” or “How many ‘carmels’ fer a 

cent?” When the merchant saw you meant business, HIS state of mind, it seems to my humble way of 
he’d reach up back on the shelf and get a paper bag thinking, is perfectly natural. Most of the producers 
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in our industry who ever 
get far enough to study 
packaging think of it in 
terms of ‘‘how can I iden- 
tify and advertise my prod- 
uct to George W. Public 
by packaging it?’ They 
think only of themselves. 
They think only of trying 
to lift themselves by their 
own bootstraps. Selfish in- 
dividuals! They try a pack- 
age and at the end of one 
lone year give it up. They 
go further. ‘They produce 
marvelous statistics which 
prove that retailers and 
wholesalers everywhere ad- 
mit the product is good, 
must have it. But 93.87 
per cent of all sales during 
the year were made without packages and 5.13 per cent 
in packages. Conclusion—packaging a failure. 

Has some keen reader already detected that even the 
figures were wrong? Only 1 per cent out. But the 
thinking of Herr Producer was 100 per cent out of line. 

The producer failed entirely to consider whether the 
real fundamentals of the package fulfilled an economic 
necessity or rendered any sort of a service to Mr. Whole- 
saler, Mr. Retailer, and Mr. Public—and the greatest of 
these is the last. 

May I be pardoned for quoting from our own book of 
experience, now bulging and interesting, and dog-eared 
and worn from the constant reference to it. 

It had always seemed to us a bad condition that sheets 
and pillow cases carried no identity of the producer after 
the first washing. Easily solved! Just design a woven 
label and sew it on the sheet. No, that would be two for 
us and one for you, Anita. But—there is something 
back of the suggestion. Women dislike to have their 
sheets disfigured with laundry marks. Alright, let’s 
design a woven label which will render a service by giving 
the woman a space in which to have her laundry marks 
put. It worked, at least, to the extent of inducing others 
to copy the idea—some bettering it—some missing the 


A standard package that has been a factor in increasing sales 


point altogether and re- 
maining selfish. 

No! Women did not buy 
our sheet in preference to 
others solely and only be- 
cause we did this. But re- 
tailers throughout the coun- 
try, with whom I have 
talked, tell me it has given 
them an added selling point 
and that women like it. 


I am not attempting to 
convey the impression 
that Pepperell holds the key 
to any Magic Charm Chest. 
I do suggest that if more 
packaging problems were 
tackled in the spirit in 
which our identification on 
sheets was tackled, the 
membership of the Packages Aren’t For Us Club 
would be smaller. Let the selfish desire actuate you 
but don’t allow it under any circumstances to remain the 
be-all and end-all. 

Mind you, I am not criticizing. And I never attended 
a theological school in my life, which excludes me at once 
from any preaching. 

We have packaging in the textile industry. We have 
quite a bit of it. But we haven’t by any means de- 
veloped it to the limit of its possibilities. Look at the 
food industry. Take that field alone and see what they 
have done. But the packaging graveyard in textiles is 
full of ventures which died at birth or in the full bloom of 
youth all because somebody quit on the job. 

Isn’t it something of a commentary on us in textiles to 
have to admit that one of the most successful ventures in 
packaging in our industry is the lowly but now more than 
ever highly respected cheese cloth? And if any cheese 
cloth producer writes to this paper and criticizes that 
statement as a slur on his business he has missed the 
point. On second thought I shall label it, Mr. C. C. 
Producer, that’s a testimonial to you. 

There are certain textile products which have shown 
more progress in service-to-all- (Continued on page 74) 


Crib sheets and crib blankets in packages are useful gift items 
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Wrappings for Confectionery 


Constant and Increasing Demand for Effective Coverings for Various Shapes 


NOTHER eight interesting types of paper wrap- 
A pings for confectionery packers are detailed in this 
article.'! The octette selected for illustration and 
description deserves careful study, as all are enjoying 
large sales at the present time. Special attention is 
called to the variety of shapes covered. Confectionery 
packers demand wrappings which will effectively protect 
not only square sweetmeats or biscuits, but also diamond- 
shaped examples in addition to the recognized rectangular 
types. Banded types of confectionery packings are 
again discussed in some detail, and it is no exaggeration 
to say that the bands used are a great aid to the sale of 
the confectionery, and should invariably be made as 
attractive as possible. 
Fig. 1 illustrates an exceedingly useful and attractive 
three-piece paper packing from the chewing gum in- 


of Sweetmeats—Interesting Types of Banded Packings Are Discussed 


By E. T. ELLIS 


edge of this thin sweetmeat and one along the upper 
edge in each case. The ends are again left open, and 
packers should note that printing and coloring, as a rule, 
are demanded only on the outer surface, the direction 
of the wording being that of the arrows. 

Inside these two bands is an inner sheet, which con- 
tains the colored chewing gum itself. A drawing of the 
base of this folding is given; note that the narrow strip 
B is the base overlap, this consisting of two thicknesses of 
paper only. The end underlaps are formed by the four- 
sided strips lettered D and E, while the entire base corre- 
sponding with A in the drawing of the inner sheet opened 
out, is obviously made up of A, plus B, plus C, plus D, 
plus E. 

Referring to the sketch of the inner sheet, A is its 
upper face, or top, of area of the actual bar; B and C be- 



























































dustry. Considering ing the base strips, 
the short band first, A : a ae 5 — *——_ ~_—-which overlap as al- 
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se _ or is an ve ea, ers Lan o> ES ma Packing sige nrg 
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E, the ends remaining , we Sener Ph character of the speci- 
open, while right-angle a! - - men, unless a greatly 
bends or folds must be 5 + enlarged drawing is 
Inner Sheet given. The ends are 


provided along the 
lines G2G, H2H, J2J, 
and K2K. This short 
band consists of un- 
printed transparent 
paper, F being at- 
tached to E by means 
of a small amount of 
adhesive. 

A separate drawing 
is shown of the outer 
colored band. In this case A is again the face, and the 
compound base is made up of C, plus 2C, plus B, C be- 
ing the glue strip. Owing to the thinness of individual 
bars of this chewing sweetmeat, the sides of the outer 
colored band cannot satisfactorily be shown, but packing 
men should note that two right-angle bends are required 
along the lines D2D and F2F, i. e., one along the lower 


a a 
Og 


Whole Sheet Base 
Fig3. Single-Piece Sheet for Large 
Diamond Shaped Chocolate 
Creams. 





1See April, July, October and December, 1929, and February, 
1930, issues for earlier instalments of this article. 
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Fig. .- Three- Piece Chewing Gum Paper Packing. 


compound and consist 
in the case of the left 
hand one of the strips 

















: Sa ae ey lettered F, K, L, D, 
2 oe and H, while the right 

c A 8 
wae in 2 hand end consists of 
“Whole Sheet Suse G, M,N, E, O, and J. 


Fig.4- Single-Piece Stout Silver Foil Two righ ihe ngle 
Wrapping for ChocolateCream folds extremely close 


Sandwich Slab. 

together are required 
in the direction of the line Q2Q and another similar 
pair in the direction of the line R2R, while, similarly, 
two more pair are also wanted in the direction of the 
lines QR and 2Q2R. Other folds, the number of de- 
grees varying, i. e., both single and double right angles 
are used, must be made along the lines PQ, SQ, 2SQ, 
3SQ, TR, and R2P, in the case of the left-hand end, and 
similarly. along the lines 3P2Q, U2Q, V2Q, W2Q, X2R, 
Y2R, and 2R4P in the case of the right-hand end. No 
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overlaps E and is at- 





glue is used on this in- 
ner sheet, i.e., the base 
overlap and the end 
underlap are not 
sealed down. Lastly, 


tached thereto by 
means of adhesive, 
print being demanded 
in the direction of the 


way 
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to fit all these bars 
together, five or six 
being, as a rule, con- 





arrows on A, FE, K, D, 
and C. 

Regarding the folds, 
pairs must not be 
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Top. Base 
Fig.2- Wrapping for sale of Peppermint 
Sugar ‘Salmon’ Cullets 








tained within the 
shorter band, the sin- 
gle right-angle bends 
along the lines QR and 
2Q2R are doubled, in 
order to turn the base 
underlaps D and E, al- 
ready commented 
upon in the previous 
sketch, right under, 
i. e., on to A itself of 
the inner sheet, or 
turning it over on to B 
plus C. 

Dimensions of this type of paper wrapping are as 
follows: ‘Total length of short band, 3'/, in.; total 
width, 1'/, in.; total length of outer colored band, 2°/s 
in.; total width, 2'/, in.; total length of inner sheet, 
3°/, in.; total width, 17/s in.; total thickness of the 
several wrapped specimens within the outer band, mea- 
sured along GH of the short band, '/2 in. approxi- 
mately; total weight of all three portions together, less 
than '/, ounce. 











Automatic Sale.- 














Vhale Sheet 


Fig.6. Unprinled Two-colour Toil Wrapping of Chea’ 
° Chocolate Biscuit  terothagy _ , 


IG. 2 shows a two-piece paper wrapping designed 

for an eight-edged chocolate cream bar. A separate 
sketch of the edges of the bar is given, slightly enlarged, 
the top of the bar being A in the whole sheet, and its 
base being made up of D, plus B, plus C, B being the 
base overlap, and E and F the ends. Though only one 
entire sheet is sketched out, chocolate cream packers 
generally demand three per bar, each being made of 
thin tinfoil or leadfoil. 

In the ordinary way we should expect right-angle 
folds to be made along the lines G2G, H2H, J2J, and 
K2K of the whole sheet. In practice, however, two 
such folds placed close together are required along the 
lines G2G and H2H only. Owing to the fact that 
this chocolate cream bar has eight edges, four bends are 
made close together in the direction of J2J, and four 
more in the direction of K2K, some being placed at an 
acute and others at obtuse angles. It is hardly necessary 
to measure up the exact number of degrees, as this will 
be immediately apparent when the sheet is cut out and 
applied to any eight-edged bar. 

Referring to the band, of which a separate drawing is 
given, this fits on to the entire sheet in the direction of 
E, A, F, and not, as might be anticipated, in the direction 
of B, D, A, C. The top of the band is shown at C, the 
compound base is indicated by A and E, and the two 
sides which are simplified for the sake of clearness in a 
small sketch are shown at Dand K. The base A slightly 
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Fig.5.- Single-Piece Vanilla Chocolate Slab Sheet for 


made along the lines 
F2F, G2G, H2H, and 
J2J, corresponding 
with the eight edges 
of the bar, as in these 
directions the bar only 
has four edges. Single 
right-angle bends, 
therefore, only are 
necessary, or in those 
cases where the ends 
of the bar do not form 
eighty degrees, F2F 
plus G2G add together to one hundred and eighty de- 
grees, but one makes an acute angle and the other is 
obtuse, the same applying to H2H and J2J. 

In this type of paper wrapping, the following dimen- 
sions should be noted: Total length of whole sheet, 
5 in.; total width of sheet, 4'/,in.; total length of band, 
8in.; total depth of band, */,;in.; width of base overlap, 
5/16 in.; maximum thickness of wrapped specimen, !/» 
in.; minimum thickness of wrapped specimen, '/j¢ in.; 
total weight, taking sheet and band together, under 
1/, ounce. 














28 a 
Whole Sheet. 


=a 
L= 
Band 
Fig.8.- Two- Piece Banded Paper 


Packing for Single Bars 
Nut Toffee 








HE diamond-shaped sweetmeat is becoming almost 

as popular as the square, and packing men should 
familiarize themselves with paper wrappings for both. 
An example of a wrapping for a diamond-shaped choco- 
late cream is shown in Fig. 3. An elaborate description 
of this is hardly necessary as the drawing almost ex- 
plains itself. The sheet consists of A, plus B, the area 
of the attractively shaped chocolate cream being shown 
at A; i. e., this is its position im situ. In the whole 
sheet, A forms the top which is printed in the directions 
shown by the arrows, and the other portion of the sheet 
B, B, is turned on to it to form the base. 

A separate drawing of the base is given, the main base 
being shown by B, plus C, with only a narrow base over- 
lap. Much wider underlaps, however, of the tinfoil 
or leadfoil are provided by the strips A and D, which are 
turned on after the folds B and C of the base have been 
made. While a printed design may be en evidence on the 
base, printed wording is usually limited to the outer 
surface of the top as already commented upon. Printing 
or tinting is not generally demanded on the inner surface 
of this type of paper packing. 

Dimensions of this are as follows: Total length of 
sheet, 4 in.; total width of sheet, 3 */,in.; total length of 
wrapped specimen—i. e., from one tip of the diamond 
to the other tip along the length—3'/, in.; total width, 
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13/, in.; thickness of wrapped specimen, '/2 in.; total 
weight of single-piece paper wrapping, under '/, ounce. 


IG. 4 shows another interesting type of confec- 

tionery packing emanating from the chocolate cream 
sandwich branch. ‘The base is nearly square but each 
of its four corners are rounded off slightly. The main 
base consists of A, plus B, there being a narrow base over- 
lap corresponding with the line separating these two 
areas. The end underlaps, however, are curious in 
shape, and do not extend to the extremities in either 
direction. ‘These, consisting as they do of C and D, 
make a strong end sealer, but are rarely attached to the 
base by any other means except their own grip. 

On the whole sheet, A forms its top, and B plus C 
in their simplest form, make up the base, with a slight 
overlap along the line 2H2J. The ends consist of D and 
E, and in an enlarged drawing sides could have been 
shown in the direction of G, 2G, and F, 2F. Two folds 
are, therefore, necessary, one along the top edges of 
KLMNK and similarly another along the base edges of 
KLMNK, one set showing an obtuse angle and the other 
an acute angle. Other folds are obviously necessary 
along the lines HK, JN, L2H, and M2J. As this type of 
paper wrapping fits into an attractively printed card- 
board carton, the stout silverfoil used for it is not 
generally demanded printed or tinted either on its outer 
or inner surface. 

Dimensions of this type of paper wrapping are as fol- 
lows: ‘Total length of whole sheet, 8 in.; total width, 
maximum thickness of wrapped specimen, 
total weight uncharged, approximately 1/, 


51/ 4 in. > 
5/, in.; 
ounce. 
Some makers in addition to wrapping the above design 
in silverfoil also cover with an outer wrapping of semi- 
transparent paper. The folding arrangements are 
identical and the size a shade larger than that given. 


HE next two drawings deserve careful study, both 

being extensively employed in Europe. Taking the 
whole sheet in Fig. 5, A forms the top of the wrapped 
specimen, D and E form the two sides, and B and C 
form the compound base. In some cases, however, the 
vanilla chocolate slabs are packed differently, and A 
forms the base instead of the top, D and E again being 
the sides, and the compound top is made up of B and C, 
these when folded over corresponding with the separate 
sketch of the top lettered A and B, B in this being the top 
overlap. The ends are compound, the left hand one 
being made up of H, M, F, O, and K, while the right 
hand one is made up similarly of J, N,G, P, L. Folds 
are required along the lines Q20, R2R, 3SS, 3TT, 
3UU, 3VV, S2S, T2T, U2U, V2V, 2S4S, 2T4T, 2U4U, 
and 2V4V. As the top edges of the ends are not shown 
in the sketch, it follows that these are made up of the 
lines QS, R2S, V2Q, and 2V2R. 

A separate sketch of the base is given, the end under- 
laps thereon consisting of the trio of strips lettered D 
B, F, in one case, and E, C, G, in the other, the main base 
being made up of A plus these portions. The narrow 
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strips B and C are of several thicknesses of paper, and 
the triangles D, F, E, and G, are turned on to the outer 
surface of them. 

Dimensions of this type are as follows: Total length of 
sheet, 5 in.; total width, 4 in.; total length of wrapped 
specimen, 2'/, in.; total width, 1°/, in.; maximum 
thickness of wrapped specimen, !/, in.; minimum thick- 
ness, '/s in.; total weight, under '/, ounce. 


N exceedingly useful, though quite inexpensive, type 
of paper wrapping for confectionery packers is 
shown in Fig. 6. The sheet is made up of A, plus B, 
plus C, plus D, the position of the biscuit being depicted 
by A, and the area of the foil concealing its sides and 
ends being made up of B. ‘The rest of the foil covering 
is made up of C and D. Folds are required, mainly 
right angled in character, along the dotted lines sepa- 
rating A from B, and B from C and D. 

A separate sketch of the base is given, as the folds are 
made on to this. In practice the overlaps of the foil are 
slight, and in a small drawing would, if shown, have to 
be exaggerated. It should be noted that the folds B and 
C are first of all made, and the others turned on to these; 
D first, and then the larger fold A which overlaps all the 
other three slightly. Foil which is brightly tinted but 
not printed on its entire outer surface, and plain or 
silvery on its inner surface, is mostly favored for this 
model. 

Dimensions of this type are as follows: Total length of 
sheet, 3'/2 in.; total width, 3 in.; total thickness of 
wrapped specimen, '/; in.; total weight of sheet, slightly 
under '/, ounce. 


ONFECTIONERS are finding that there is a large 
demand for peppermint sweetmeats moulded into 
the form of salmon cutlets. A paper wrapping for one 
of these of moderate size is shown in Fig. 7. Considering 
the whole sheet first, it consists of three narrow strips C, 
plus D, plus E, and a large rectangle comprising B, L, 
A, K. The position of the salmon cutlet is shown at A, 
plus L, plus K, the visible or exposed portions of the 
ends of this cutlet being lettered L and K. Folds are 
required along the lines F2F, G2G, and H2H, but owing 
to the rounded nature of the specimen as shown by the 
lines MP, MN, PQ, and QN, a complete idea of the 
folding arrangements is difficult to get without actually 
making up a specimen. 

A separate sketch of the end K is given and, as will be 
seen, this is more or less oval in character. A separate 
sketch of the top is also given, or the exposed surface 
thereof, as there is no definite margin line between the 
top and the sides. The top may be said to consist of a 
rectangular strip B, A, and C, and this is crossed by a 
printing band A, rather narrow in character and carrying 
two or three lines of lettering only. In some specimens 
this band consists of many thicknesses of paper. I 
have handled specimens where there were no less than 
five layers of paper folded on to the top of each other. 
A separate sketch of the base is also given, or rather the 
exposed portion of the base (Continued on page 62) 
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Fragrances in New Packages 


Redesigned Metal Containers Employed by A. A. Vantine and Co., of New York, 
Make Attractive Displays and Aid in Maintaining Prestige 


ANTINE’S Incense in both powder and cone 
iris has been successfully marketed in litho- 
graphed metal containers for a number of years. 
These containers were developed in many bright colors 
and decorated with a design suggestive of the Oriental 
origin of the product. Judged by the standards of 
package decoration of the period in which they were 
developed these original containers were good packages. 
During the last few years, however, the standards of 
package decoration have been raised and the packages 
that seemed suitable a few years ago are now definitely 
out of date. As a 
result merchandise 
packaged in old- 
fashioned packages 
is relegated to ob- 
scure positions in 
retail stores and the 
volume of sales suf- 
fers because of the 
lack of display. 
This is particularly 
true of products in 
the luxury class. 
A survey of retail 
stores made a few 
months ago within 
a limited area re- 
vealed the fact that 
the containers were 
not being featured 
in displays or in a 
position of sufficient 
prominence to at- 
tract attention. 
This was a very un- 
satisfactory condi- 
tion. It was quite 
evident that the 
product was sold 
only on request and 
that dealers were 
making no attempt 
to push the line. 


OMETHING 

had to be done to make the product more attractive 
and to force retail dealers to accord it proper display 
space. It was quite logical, therefore, to decide to 
modernize the packages but, as usual, the spectre of 
loss of identity arose. The question then became one of 
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The new packages form effective displays and assure prominent position 
in retail stores 


redesigning and modernizing the containers and retain- 
ing at the same time the identity of the product. 

A designer specializing in package design was com- 
missioned to prepare new designs for all the types and 
odors of incense. Many designs were worked out and 
final selection was made from the designs submitted. 

The new packages are developed in pastel shades 
combined with silver and black. The colors used in 
each instance suggest the odor of the incense. The same 
type of lettering formerly used for the Vantine signature 
was retained in a simplified form. In its new form it 

achieves a high de- 
gree of legibility be- 
cause of the absence 
of shadows and its 
placement against a 
light background. 
The lettering used 
for the name of the 
odor is enlarged, 
making selection by 
the purchaser easier. 


miniature pack- 
age in the same 
design is being used 
to introduce the new 
packages. Adver- 
tisements for Van- 
tine’s Incense in- 
clude a coupon 
which may be sent 
to the company in 
requesting a sample 
of the product. To 
date returns from 
this form of adver- 
tising have been 
most encouraging. 
The entire range 
of odors is being 
packed in these 
newly designed con- 
tainers. Although 
distribution of the 
product in the new 
packages began only a short time ago there has been a 
noticeable increase in the number of displays in retail 
stores. A survey of retail outlets has demonstrated that 
the new packages are being given more display space and 
more prominent position on shelves and counters. The 
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Photograph by E. H. Rehnquist 








The old packages present a cluttered appearance as judged by the 
new standards of package design 


company is more than satisfied with the results obtained 
to date and is confident that future sales will prove the 
wisdom of redesigning these packages. 


Biscuit Packaging for Export 


pine report on the proper packaging of biscuits 
for sale in oriental countries has been submitted 
to the Department of Commerce by Trade Commissioner 
Don C. Bliss from Singapore, in which he calls attention 
to the great losses both in goods and trade by faulty 
utensils. How this may be avoided and trade conditions 
improved is shown in the gist of the report following: 


Practically every American manufacturer of biscuits interested 
in exporting to oriental markets appreciates the fact that local 
conditions in these tropical and semi-tropical countries are such 
that the standard American packing for biscuits—the cardboard, 
paper-wrapped carton—is not suitable. They know that ship- 
ments must survive the rough handling of an ocean voyage and 
that the heat and the humidity of such countries as Malaya 
and the Netherland East Indies will quickly ruin biscuits protected 
by nothing more than cardboard and wax paper. 

Although it is almost a platitude to say that American shippers 
should use only strong, well-built cases, designed to protect their 
contents from damage as a result of rough handling while they are 
being loaded into and out of cargo holds, nevertheless it is a fact 
that occasional shipments are received from American exporters 
where cases have been broken and tins badly dented, with resultant 
loss and damage. A certain amount of rough handling can be 
avoided by limiting the size of cases so that they will weigh not 
more than approximately 100 pounds. Loose packing in retail 
containers results in breakage of the biscuits during transit, par- 
ticularly in the case of crisp soda crackers and other items of a 
similar nature. The most successful exporters of biscuits to this 
territory take great care to have them packed tightly in their 
containers, with the inevitable empty corners stuffed with tissue 
paper, ribbed cardboard, or paper excelsior, to minimize the rattling 
about in the container. 

Most important, of course, is the matter of protecting biscuits 
from heat and moisture, in view of the fact that deterioration from 
the effects of the tropical climate is immediate and extensive. 

No doubt it is possible to ship biscuits to Middle Asia in the 
usual American cardboard packing, provided a double sealing with 
waxed paper is used and the shipping cases lined with tin and made 
airtight. One dealer imports cereals shipped in this manner and 
packed in such small quantities that they can be sold within a fort- 
night. During such a short period deterioration is not serious. 
Biscuits, however, should be marketed on the basis that they are 
staple goods, to be distributed widely to all classes of the popula- 
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tion, and on that basis they must be capable of being kept in storage 
by either the importer, the wholesaler or the retailer, for at least 
as long as three or four months without deterioration. In order to 
do this it is almost necessary to use the tin airtight retail package. 

The most successful and the most common method of sealing 
biscuit tins is by soldering an inside cover over the contents of the 
tin before placing on the cover and the usual labels or wrappings. 
Such a cover, of course, is airtight and will remain so indefinitely. 
One firm uses a sealed tin with the inside cover soldered lightly to 
the tin and provided withatab. By pulling on the tab the soldered 
cover comes off readily, leaving no rough edges. 

Several American companies are shipping biscuits to Middle 
Asia in a very successful package, consisting of a No. 5 tin with a 
press top that is tight and thoroughly excludes air. The tins are 
lithographed with the trade mark, instead of being covered by 
paper labels that are likely to get soiled or torn. The advantage 
of the airtight press-top can is that the biscuits can be kept in 
good condition until the contents of the tin have been consumed; 
the tin when empty has a real value as a container for other food- 
stuffs, such as sugar, bread, cake, etc., which must be protected 
against both moisture and ants. Practically every biscuit tin is put 
to additional uses when empty, but this particular type of container 
is prized far more highly than the ordinary tin with loose cover. 

The small-unit package common in selling biscuits in the United 
States is practically unknown in these markets, probably for two 
reasons. In the first place, it is more expensive to put up small 
units in airtight tin packages than it is in the case of larger quan- 
tities, and the larger the package the less expensive, relatively, is 
the container. In the second place, the distribution system tends 
to create a demand for larger packages than the household sizes 
sold in the United States. 

Distribution already has reached such a wide field that the 
bulk of the retail business is done, not in packages of biscuits, but 
in biscuits sold loose from the tin—so many for 5 cents—to con- 
sumers who have not the money to invest a dollar in a 2-Ilb. package. 
Smaller retailers, accordingly, find it more convenient to buy 
biscuits in tins containing 1 lb., 2 Ib. or 5 lb., or one-half kilo, 
1 kilo, and 2 kilos. Probably the 2-lb. or 1-kilo package is the most 
suitable size for this trade, and it is a very popular package. One 
of the great advantages of the press-top No. 5 tin is the fact 
that retailers can market biscuits from them, at the same time 
keeping their stock fresh, whereas biscuits sold from other types of 
package must be transferred to glass bottles or other airtight con- 
tainers in order to keep. 


Packing Eggs in Boxes 


HE growing tendency to sell various commodities, 

more specially foodstuffs, in packages and boxes is 
stimulating the demand for paper containers of all sorts 
in Great Britain, according to a recent report received 
by the Department of Commerce from Consul General 
Halstead, at London, England. 

The present system of egg marking has influenced that 
tendency. Many dairies and groceries which formerly 
displayed eggs in baskets and boxes but retailed them in 
paper bags are now displaying and selling eggs in paper 
boxes of various types. Those packers whose eggs meet 
the national standards of weight are at present author- 
ized to pack eggs in either retail cartons or wholesale 
cases on which is stamped the government mark of ap- 
proval. The wholesale case now in general use consists 
of a box divided into two sections containing layers of 
36 eggs each. 

The mst favored retail cartons are doubled-boat 
shape. ‘Lhe types of container for eggs is not governed 
by law, there existing freedom of choice in that respect. 
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WORTHY AS THE PRODUCT IS... 


THERE COMES A TIME TO_RE-DESIGN....7he Package! 


_—_—_—==—=—=—=—==__—_—_—___——————_= 
ee| | ’ : fie: 
; oe 
a 2 ~~» ea 
Be LI aN ? 
if en ips i fae ae 
ei fags J 
a: We. 
B ea 
o 
& 


























e ee 


INCENSE 


















































SLUGGISH SALES... 
DEALER INDIFFERENCE... 


LACK of Container magnetism 


frequently brings about such conditions. 
Re-design from time to time! 


Display experts eagerly capitalize Con- 
tainer attraction in their front row counter, 


shelf and window displays. 
“Empeco’- Made Packages 
Do Speed Up Sales 






































METAL PACKAGE CORPORATION 


Sales and Executive Offices: 110 E.42 °° St. NewYork City 
Plants-NewYork City, Baltimore. Brooklyn. 
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Photograph by E. H. Rehnquist 


New Gift Packages for Stationery 


Decorative Papers in Pastel and Bright Colors Are Used to Cover Portfolios 
and Boxes Intended for Gift Purposes 


RITING paper is an important gift item which 
no gift shop can afford to overlook. Attrac- 


tively packaged, it has won an enviable place 
in the holiday and gift market—for birthdays, Mother’s 
Day, Bon Voyage gifts and the like, it is a contemporary 
with the most popular, moderately priced, useful and 
attractive gifts. 

In introducing a new line of inexpensive stationery 
designed especially for the drug store trade, the Whiting- 
Patterson Co., Philadelphia, Pa., has developed the very 
colorful and handsome gift boxes shown in the ac- 
companying illustration. These are covered with a 
fine grade of fancy paper so beautiful in color and striking 
in design that they immediately take their places in the 
“quick sales at first glance’ column of the gift depart- 
ment ledger. 

One box is especially designed for a Mother’s Day gift. 
It is covered with a flowered paper in a subdued pansy 
design in the soft pastel shades of pink, lavender, blue 
and gray with petals outlined in gold. The box, when 
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open, is very appealing with the inside cover lined with 
the same flowered paper and with an appropriate 
Mother’s Day greeting card enclosed. The stationery is 
white and is tied with white ribbon. 

Two other individualistic boxes are the ‘Swani’’ 
design. They are covered with multi-colored papers of 
brilliant hue and fine texture. One box is in the warm 
tones of yellow, orange, lavender and gold in a striking 
design on a black background, with the inside cover of 
cream color with a berry design printed thereon. The 
other box carries out the same design and is equally 
attractive in its colors of brilliant peacock blue, dark 
blue, magenta, green and gold on a dark background, 
printed in a metallic effect. The envelopes in each of 
these boxes are lined with the same paper as the box cover- 
ing. Both of the boxes, when open, lend themselves 
admirably to display purposes and command attention, 
invite closer inspection—with resultant sales—sales made 
purely from the appeal of a high-grade and useful com- 
modity attractively packaged (Continued on page 76) 


Modern Packaging 

















Whatever your requirements 
may be— 


Hundreds of gross a day, or a few hundred bottles a day—there is a Kiefer 
Filling Machine to suit your needs. Send us samples of your products and 
let us tell you how they can be bottled at lowest cost. 


Automatic Rotary Vacuum 
Filling Machine: 


Up to 140 bottles a minute, neatly 
and_ accurately filled. Handles 
light and heavy liquids of all kinds 
and practically any style bottle. 
Made in six sizes. 


Cinati Vacuum Filling Machine: 


25 to 40 bottles a minute. One operator. Fine for 
handling a variety of bottles. Perfect filling of 
sprinkler top bottles or small spout-top cans. A finely 
made, simple, practical equipment. 


Hand Vacuum Filler: 


10 to 20 bottles a minute. Inexpensive 
but well made and does the work perfectly. 
Always ready for use. Easily moved about. 
Quickly cleaned. Instantly adjusted for 
different size bottles. 








The Karl Kiefer Machine Co. 


CINCINNATI, OHIO 


London Office: C. S. duMont, Windsor House, Victoria St., London, S. W. 1, England 
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A Package from the Tropics 


A Modern Glass Container Decorated with Labels in Brilliant Colors Is Combined 
with a Primitive Bamboo Mailing Tube—Novelty and Advertising Value 
Are Obtained 


By JANET M. WALKER 
Vice-President, Tropic Products Co. 


ONG ago the Filipino made a native delicacy from 
L fresh coconuts pressed by hand and combined 
with sugar to make a heavy syrup. The Filipino 
alone could enjoy this delicacy because he knew no 
means of preserving it and packaging it for transportation 
to his less fortunate neighbors. Today, however, Coco- 
Hon-ee, a similar delicious 
sweet, is available for ex- 
port from Manila through 
a new process of manufac- 
ture and unique packag- 
ing methods which are 
now employed in its mer- 
chandising bythe Tropic 
Products Company of 
Manila. 

In offering Coco-Hon-ee to the 
discriminating American public, the 
Tropic Products Company realized 
that it was necessary to employ a 
package that would overcome the 
prejudice which sometimes exists 
against tropic-packed goods and that to over- 
come this obstacle the package must be up- 
to-the-minute and attractive. 

The product is now made under hygienic 
conditions entirely by machinery and is in it- 
self a novelty, its creamy golden color lending 
itself particularly well to display in the glass con- 
tainer in which it is packed. Owing to its compo- 
sition and method of manufacture it keeps well in any 
climate and does not require an hermetically sealed 
closure. Amerseal quarter turn caps with a special 
paraffin lining are used and were selected because of 
their convenience from the standpoint of the house- 
wife for ease of opening and re-sealing. 

To provide against a possible tampering with the con- 
tents of the jar between the factory and the consumer a 
circular piece of transparent cellulose wrapping cut two 
inches larger than the cap is affixed to the top of the jar. 
This serves a twofold purpose—it holds in place an easily 
read slip of paper with suggestions for the use of Coco- 
Hon-ee and it seals the jar by continuing down over its 
edge, where it is held in place by a collar label. 

And now we come to the most unique phase of the 
packaging operations. The idea for the mailing con- 
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tainer originated with the primitive Filipino who for 
centuries poured his favorite delicacy into tubes of bam- 
boo and thus served it at fiestas. From this old time 
custom I conceived the idea of building up a United 
States market by selling Coco-Hon-ee in a souvenir 
mailing package of bamboo. 

Few people realize the height to which bamboo 
grows. In the accompanying illustration is a load of 
bamboo which has just been delivered to our plant to 
be made into mailing containers. The average length 
of the bamboo is 50 ft. with diameters tapering off 
from six inches to one inch. An average of only six 

tubes can be made from each length of bamboo 

since it is necessary to use two sections in- 

cluding two joints for each container, the 

longer section forming the lower part of the 

container and the other section forming its 

top. Each container must measure at least 

three and one-half inches inside di- 

ameter to accommodate the jar of 

Coco-Hon-ee. All bamboo sticks of 

less than three and one-half inches 

in diameter are, therefore, useless 

for our purposes and are sold for 

either furniture or fencing purposes. 

The sections to be used 

for containers are then 

peeled and the longer 

piece is thinned down so as 

to allow the top to lap 

over about one and one- 

half inches. The tube is 

then ready for the glass 

jar of Coco-Hon-ee. This 

is wrapped in tissue with a 

folder and a mail order blank enclosed, with an outer 
protection of corrugated paper and is inserted in the 
bamboo mailing container. This bamboo container is 
in a large part responsible for the successful merchan- 
dising of Coco-Hon-ee. Nothing could have been more 
suitable as an outer package for this tropical product. 
Tied with raw hemp and with its colorful address sticker 
—a replica of the Tropic Products Company label—the 
quaint package is voted Manila’s most popular gift and 
during the holiday season thousands of these tubes with 


their delicious contents from the land of coconuts and 
e 
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Maybe We’re Wrong 


The C. R. Whiting Co., is spending thousands of dollars annually 





In Developing New Items 
Perfecting their Standard Lines 
Sampling out Stock and Special Papers to Customers 
Rendering Truly Co-operative Service for the Betterment 


of our Customers Merchandising. 


mp 


Our sales in the last 6 months have more than 
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Doubled the Previous Year. 
We are now Doubling our Production Capacity 
to Keep Up our Service Record and Continue 


Bringing Out New Numbers. 


We Can’t Be Wrong 








C. R. Whiting Co., Inc. 


Manufacturers of American Beauty Papers 
281-287 New Jersey Railroad Ave., Newark, N. J. 
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When and how 


are questions the manu- 
facturer and boxmaker can 
answer best. But a box- 
board which reproduces 
colors faithfully, whose 
surface is clay coated, 
whose structure has fold- 
ing strength and durabil- 
ity will bring to any pack- 
age the first requirement 
for modernization. 


The stock that will do 
all this is 
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RIDGELO CLAY COATED FOLDING BOXBOARD 


Made by 
LOWE PAPER COMPANY — Ridgefield, New Jersey 


Representative in Canada Representative in Buffalo 
W. P. BENNETT & SON MAURICE W. SIMON 
32 Front Street W., Toronto 52 W. Chippewa Street, Buffalo, N. Y. 
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palm trees are sent 
all over the world. 
And so, the combi- 
nation of a thor- 
oughly modern glass 
package, an at- 
tractive label and 
a primitive bam- 
boo mailing con- 
tainer has proven 
itself to be an ex- 
cellent merchandis- 
ing medium for a 
new product. We 
have recently re- 
ceived a tremendous 
number of enthusi- 
astic letters from 
people in the 
United States and 
other countries 
about this gift package. But we are quite confident 
that this particular package has done more towards es- 





The mailing tube is of bamboo decorated 
with a colored label 








tablishing this new 
and unusual prod- 
uct than any other 
which we could have 
selected for it. One 
large department 
store in New York 
City is carrying our 
product in its gro- 
cery department 
and has reported 
enthusiastic com- 
ments about this 
container. Cer- 
tainly the number 
of packages of this 
product that have 
been sold by this 
department store is 
proof of the value 
of an attractive 
package in launching a new product in an already over- 
crowded market. 


A modern glass container attractively 
labeled 











Filled Food Container Bill 


HE House of Representatives has passed the ‘‘filled 

food container” bill, otherwise known as “An act 
preventing manufacture, sale or transportation of adul- 
terated, misbranded or poisonous or deleterious foods, 
drugs, medicines, and liquors, and for regulating traffic 
therein.” This bill, according to Representative Haugen, 
of Iowa, passed the House twice, in 1921 and also in 
1928. The purpose of the bill is simply to protect the 
public against deception. As shown in the report, these 
containers are only one or two-thirds filled. 

Representative La Guardia of New York said that 
there are many trick containers that appear on shelves of 
grocery stores and when the consumer buys the package 
he finds it contains much less than he thought he was 
buying. He also said that many bottles are so indented 
on the sides that the contents amount to very little. 

The following is the bill as passed: 

“That Section 8 of the act entitled ‘An act for pre- 
venting the manufacture, sale, or transportation of 
adulterated or misbranded or poisonous or deleterious 
foods, drugs, medicines, and liquors, and for regulating 
traffic therein, and for other purposes,’ approved June 
30, 1906, as amended, is amended: 

“(a) By striking out the period at the end of para- 
graph ‘Second,’ in the case of food, and inserting in lieu 
thereof a semicolon, and adding thereafter the following 
clause: ‘or if it be in a container made, formed, or shaped 
so as to deceive or mislead the purchaser as to the quan- 
tity, quality, size, kind, or origin of the food contained 
therein’; and 

“(b) By adding at the end thereof a new paragraph to 
read as follows: 

“Fifth, if in the package form, and irrespective of 
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whether or not the quantity of the contents be plainly 
and conspicuously marked on the outside of the package 
in terms of weight, measure, or numerical count, as 
provided in paragraph ‘Third,’ the package be less than 
filled with the food it purports to contain in such a man- 
ner as to deceive or mislead purchasers. In construing 
and applying this provision reasonable variations shall 
be permitted and also due allowance shall be made for 
the subsequent shrinkage or expansion of the food.”’ 

“Sec. 2. Such act of June 30, 1906, as amended, is 
amended by adding to the end thereof a new section to 
read as follows: 

“Sec. 14. That this act may be cited as the ‘food and 
drugs act.’ ”’ 

“Sec. 3. No fine, imprisonment, confiscatiqn, re- 
fusal of admission or delivery, or other penalty shall be 
enforced for any violation of the amendatory act occur- 
ring within six months after its passage.”’ 


HE Division of Simplified Practice of the Bureau of 

Standards, Department of Commerce, has just an- 
nounced the successful completion of Simplified Practice 
Recommendation No. 110—Soft Fibre (Jute) Twine, 
through acceptance of the program by more than 80 
per cent of the industry by volume of annual production. 
This simplification, which is effective forthwith, resulted 
from the cooperation of the members of the industry 
to eliminate those varieties and put-ups which were not 
in sufficient demand to warrant retention as regular 
stock items. Accordingly the manufacturers, distri- 
butors and users of soft fibre (jute) twine, at a general 
conference held June 25, 1929, approved a simplified 
schedule of sizes whereby the number of varieties of this 
commodity were reduced from 1201 to 639, or 47 per cent. 
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RS ENGRAVING CO 


One for All~ 


At last: A Clearing House for ALL your printing problems! 


Three specialized services are at your command, distinct yet co-ordinated, a 


UNIT ENTERPRISE controlled by one standard of efficiency. 


The Foxon Company, a pioneer in the manufacture of high-grade embossed 
labels, has steadily enlarged its field to include multicolor flat and embossed 
printing, bronzing, steel-die stamping, metal embossing and many original new 
processes. 

Now we wish to introduce the Advertisers Engraving Co., prepared to furnish 
an art and engraving service comparable to Foxon label and package service. 
Now, when you tell us your complete story, we don't think—WE KNOW. In the 
handling of your package dressing from start to finish the three prime factors, 
Design, Engraving, Printing, are under one direct control. 


One for All; All for YOU! 


THE FOXON COMPANY 


227-235 West Park Street 
PROVIDENCE, R. |. 
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TOKES & SMITH 
AMERICAN FILLERS 


ARE ALWAYS 
PICKED WHEN 
EXPERTS MAKE THE 
CHOICE: 
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* 
SUZUKI & Co., Ltd., of Tokio decided to mod- 
. ernize the packaging of their product, AJI- 
NO-MOTO. Their choice of Stokes and Smith 
equipment was made after a thorough examina- 
tion of various machines the market had to offer. 
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b Now several S. & S. American Fillers are packag- 
ing AJI-NO-MOTO for both the Japanese and 
American trade .. . competing with the world’s 
cheapest-labor ...and doing a better job... at 
lower cost. We therefore consider this purchase 
as the highest tribute to the quality and perform- 
ance which is built into every Stokes and Smith 


machine. 


The selection of these machines was made solely 
on the basis of quality and the ability to best do 
the work demanded. A similar attitude, whether 
you purchase for export or use in this country, 
will inevitably lead you to Stokes and Smith 
equipment ...a choice which just as inevitably 
leads to complete satisfaction. 


Stokes & Smith American Fillers will fill all 

powdered or granulated products with equal 

facility—also pastes and creams—at a rate of 

15 to 25 per minute. Capacity—!5 oz. to 5 

Ibs. They can fill an extremely wide range of 

shapes or volumes. 

Investigate this machine . . . compare it with 
a a! present results ...and learn just how 

much S. & S. Fillers can do to solve your filling 

- problems and lower costs. 
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STOKES & SMITH COMPANY 
PACKAGING MACHINERY 


FRANKFORD, PHILADELPHIA, U.S.A. 
LONDON OFFICE 23-GOSWELL RD. 
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Wrappings for Confectionery 


(Continued from page 50) when the specimen is turned 
over, as there is no definite line of division between the 
base and the sides, owing to the curved nature of the 
sweetmeat. The pointed fold A is turned on to B and 
C last of all—i. e., after the printing band has been turned 
over on to the top—but A is not attached to the rest of 
the base by adhesive or other means. 

Dimensions of this type are as follows: Total length of 
sheet, 12 in.; total width, 6'/. in.; thickness or greatest 
depth of wrapped specimen, 1'/, in.; total weight, 
under '/, of an ounce; character of paper, thin trans- 
parent or semi-transparent greaseproof material. 


HE eighth diagram, the last of the series selected for 

discussion in the present instalment, shows an ex- 
ceedingly attractive and widely employed paper wrapping 
emanating from the nut toffee branch of the confec- 
tionery trade. Taking the whole sheet first, A is the 
base, E and F are the sides, and the compound top is 
made up of B, plus D, plus C, plus G, plus H. The ends 
are extremely complex, the left hand one consisting of 
J, plus K, plus L, plus M, plus N, plus O, plus Q, plus 
3Q, while the right hand one correspondingly consists of 
2J, 2K, 2L, 2M, 2N, 3N, P, 2Q, and 4Q. Many folds 
have to be made, some being single right angles, and 
others double ones. It is not, however, necessary to 
measure up the exact number of degrees, as this will be 
immediately apparent when the sheet is folded. It is, 
therefore, enough to state that folds should be made 
along the lines R2R, 3R4R, S2S, T2T, U2U, 5R6R, 
V2V, W2W, X2X, while further folds are also necessary 
along the lines 3TT, 5TT, U3U, 5U5R, 3VV, 3WW, 
3XX, 4T2T, 2T6T, 2U4U, 6R6U, 2V7R, 2V4V, 2W4W, 
and 2X4X. The strip H in practice is folded on to G, 
and then the combination of the two is folded on to C. 
Similarly the strip D is folded on to B, and the combina- 
tion of the two is then folded on to C, plus G, plus H. 

A separate sketch of a portion of the base is given for 
the sake of clearness, in order that the end underlap may 
be studied, this consisting of A, and being turned on to 
the main base B. Similarly a separate portion of the 
top is shown, so that the top overlap strip may be 
studied. The main top, of course, consists of A, plus 
B, plus C, but while the strips A and C consist of one 
thickness of paper only, it is the strip B which forms the 
extra stout or thick top overlap, and which is made up 
as already stated of H, plus G, plus a portion of C, plus 
D, plus a portion of B. 

The band of this interesting example is applied to the 
specimen in the direction of M, A, 2M, and not in the 
direction of D, B, E, A, F, C, G, H, as might be antici- 
pated. Printing on the outer surface of the band is in 
many different directions as shown by the arrows thereon, 
and tinting of this band is usually demanded in addition 
to printing. It is hardly necessary to show the bends of 
the band, these being simple right angles along the upper 
and lower end edges. The extremities of the band 
overlap slightly and adhere to each other. 


62 


Dimensions of this type are as follows: Total length of 
whole sheet, 5 in.; total width, 4°/, in. (i. e., the sheet is 
not a perfect square); total length of band, 9 in.; total 
width, 1°/s in.; thickness of wrapped specimen, */s in.; 
total weight, taking band and sheet together, under !/, 
ounce. 


Readers are asked to note that occasionally confectionery 
packings are patented or otherwise protected. In all cases, there- 
fore, before proceeding with the production of the types de- 
scribed and others, the usual inquiries should be made through 
patent agents.—EpDITor. 


Paper Cans Refused Rate Reduction 


FTER a thorough investigation, the Interstate 
Commerce Commission has announced a decision 
holding that ratings on empty paperboard cans or 
bottles in carloads, in official and western classification 
territory, have not been shown to be unreasonable. At 
the same time it was held that proposed increased ratings 
in southern territory is justified. An abstract of the 
report follows: 

Complainants are the Liquid-tight Paper Container 
Association, a voluntary association of manufacturers of 
liquid-tight paper cans, with offices at New York, N. Y., 
and eight corporations, members of that association, 
manufacturing fibreboard and paper cans and containers 
at Boston, Mass., Baltimore, Md., Lowville and Fulton, 
N. Y., Keokuk, Iowa, Maplewood, Mo., Menasha and 
Wausau, Wis., and Chicago, Ill. They allege by com- 
plaint filed April 4, 1929, that the ratings in official and 
western classifications on empty cans or bottles made 
wholly of fibreboard, paper, pulpboard, or strawboard, 
set up, loose or in packages, in carloads, and the rates 
governed thereby and applicable from the points named 
to destinations in official and western classification terri- 
tories were and are unreasonable. Reasonable ratings 
and rates for the future are sought. 

By schedules filed to become effective Oct. 1, 1929, 
respondents, parties to southern classification, propose 
to increase the carload rating on paper cans in southern 
classification from third to second class. Upon protest 
of complainants, the Traffic Bureau of Nashville, Tenn., 
R. J. Reynolds Tobacco Company, Winston-Salem, 
N.C., and Peaslee-Gaulbert Corporation, Louisville, Ky., 
operation of the schedules on interstate traffic was sus- 
pended until May 1, 1930. The three last-named pro- 
testants did not appear at the hearing. The carriers 
have agreed voluntarily to postpone the effective date 
for such time as might be necessary in the disposition of 
the consolidated proceedings. 

It is probably necessary, as a practical matter, to 
maintain the same rates and ratings on paper cans as are 
maintained on set-up paper boxes, for otherwise the 
question of whether a particular paper container was a 
can or a box would frequently arise. It likewise would 
perhaps be impracticable to differentiate between liquid- 
tight and non-liquid-tight paper cans. There is no 
evidence as to the comparative volume of movement of 
set-up paper boxes, liquid-tight paper cans and non- 
liquid-tight paper cans. 
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THE CONSTANT MOTION CARTONER 


and 


ECONOMICAL LOW SPEED PRODUCTION— 
WITH A THOUGHT FOR THE FUTURE 


T= superiority of the Constant Motion Cartoner for high speed production 


has been so conclusively demonstrated in service that it is an accepted fact 
which needs no further publicity. 


It is equally true that 
the Constant Motion 
Cartoner is a packag- 
ing machine of unsur- 
passed efficiency and 
economy when it is 
run at moderate pro- 
duction speeds. It is 
obvious that a ma- 

chine which turns out 

excellent work at ex- 

tremely high speed 

will produce even better work if run at lower speed. Further, a machine 
built to endure under the severe conditions of high speed operation should 
last indefinitely if it is run at moderate speed. 














Nearly every producer of packaged goods in moderate quantities, who can 
consider the use of a cartoning machine, expects his production to increase 
materially with time. If he purchases a machine which he is compelled to run 
to capacity in order to take care of his present needs, he must purchase addi- 
tional units to accommodate any increase in his requirements. 


Many thoughtful manufacturers, whose production requirements are moderate, 
have already turned to the Constant Motion Cartoner as the one machine of- 
fering both a solution of their present packaging problems and a necessary 
provision for future increases in production. 


Never Before Has So Much Work Been Done, So Perfectly, With So Little Mechanism 


R. A. JONES & COMPANY, INC. newt Gro 
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Among Package Users 


HE Beech-Nut Packing Co., Canajoharie, N. Y., 

held its annual election of officers and directors last 
week. The following were named: president, Bartlett 
Arkell; vice-presidents, F. E. Barbour, J. E. Ellithorpe, 
W. C. Arkell; treasurer, J. S. Ellithorpe; assistant 
treasurer, E. W. Shineman; secretary, E. W. Shineman; 
assistant secretary, G. W. Sharpe; directors, Bartlett 
Arkell, F. E. Barbour, J. S. Ellithorpe, W. C. Arkell, 
E. W. Shineman, J. E. Ellithorpe, Jr. 


HE E. J. M. Colby Co., Inc., with main offices at 144 

Water St., New York, have just completed negotia- 
tions to take over and consolidate with their present busi- 
ness the Verlaine Candy Co. and the Brevard Chocolate 
Co. The manufacturing end of the business and the ex- 
ecutive offices will be consolidated in space just leased by 
the E. J. M. Colby Co., Inc., at 653 11th Ave. The E. J. 
M. Colby Co., Inc., also operate the Colbee stores main- 
tained as most exclusive candy, soda and restaurants. 


HE fiftieth anniversary of Richard Hudnut, Inc., 
New York and Paris manufacturer of perfumes and 
cosmetics, was heralded by a jubilee booklet recently. 
America’s first ‘beauty salon’ was established by 
Richard Hudnut at Ann Street and Broadway, New 
York, the company reports in an historical outline in the 
first few pages of the fifty-two-page brochure. Richard 
Hudnut, then a young graduate of Princeton, persuaded 
his father, Alexander Hudnut, a druggist, to allow him 
to prepare toilet preparations. He also remodeled the 
little Ann Street store, using Louis XIV decorations. 
Mr. Hudnut was a leader in the movement toward 
better package design and styling of products. 


HE Loose-Wiles Biscuit Co., New York, in con- 

nection with the organization of an enlarged general 
sales department, has announced the appointment of 
W. W. Wachtel as manager of the department, and 
H. L. DeBenham as sales promotion manager. B. C. 
Lawton, assistant advertising manager, remains in 
charge of the advertising department of the central 
office in Kansas City. 


HE Pepperell Manufacturing Company, Boston, 

Mass., has elected recently three vice-presidents— 
Amory Coolidge, Donald B. Tansill and Allyn B. Mc- 
Intire. R.H. Leonard has become president as well as 
treasurer of the company. William Amory and Edward 
Lovering have been elected chairman and vice-chairman, 
respectively, of the board of directors. 


Among Supply Manufacturers 


HE Sylvania Industrial Corporation, Chanin Build- 
ing, New York City, announces that it has completed 
arrangements with Blake, Moffitt & Towne, 41 First St., 
San Francisco, Cal., to act as exclusive sales agents 
on the Pacific Coast for its transparent cellulose wrap- 
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ping paper, both the imported paper and the product 
to be made at the Fredericksburg plant. Blake, 
Moffitt & Towne will carry stock on the Pacific Coast, 
cut sizes to order, and render the best possible service. 

Offices and subsidiaries of Blake, Moffitt & Towne 
are located in San Francisco, Los Angeles, Portland, 
Sacramento, Oakland, San Diego, Fresno, ‘Tacoma, 
San Jose, Phoenix, Boise, Salem, Santa Rosa, San Luis 
Obispo, and the territory of this organization comprises 
Washington, Oregon, California, Idaho, Nevada and 
Arizona. 


HE Glassine Paper Co., West Conshohocken, Pa., 

manufacturers of high grade glassine, plain and 
embossed, also greaseproof papers, has announced 
the resignation of Chester E. Beecher, president since 
April 1, 1925. Officers are: Charles B. Fritz, presi- 
dent; Robert F. Nelson, vice-president and general 
manager; George T.. Fritz, secretary and treasurer. 


AUL RUMPEL is now associated with the Ira L. 

Henry Company, Watertown, Wis. Mr. Rumpel 
was for several years with the Molitor Box Co., Mil- 
waukee, Wis., and has been responsible for many out- 
standing designs in set-up boxes. 


HE Russia Cement Company, Gloucester, Mass., 

held their annual sales conference during the week 
of Jan. 6, the famous ‘““Tavern’’ on Gloucester Harbor 
being opened for the exclusive use of the company 
and its guests. A carefully planned schedule of round- 
table conferences, educational and entertainment fea- 
tures was adhered to. The evening of Jan. 8 was de- 
voted to motion pictures, presented by Champe S. 
Andrews, vice-president, directing sales for the Na- 
tional Folding Box Co., New Haven, Conn., and Charles 
P. Wellman, sales manager of the National Packaging 
Machinery Co., Newtonville, Mass. 

The first series of films, ‘“T'welve Arts in One,”’ dis- 
closes the making and coating of boxboard and its 
fabrication through the steps of lithographing or print- 
ing, cutting and creasing, stripping, and folding and 
gluing. It also includes the “Obaco’’ process of forming 
set-up boxes from folding board by turning in side and 
end sections to re-enforce and trim the boxes which 
thus have completely finished edges. 

The second series, ‘Modern Packaging,” shows how 
the pioneet in this country to adopt the all-paper pro- 
tective package for coffee still packs his product. This 
process includes automatic feeding of the previously 
printed, cut and creased flat carton sheets, the weighing 
and filling, the sealing and the wax wrapping and 
hermetical sealing in transparent paper. 

This film was supplemented by one just completed 
in the new plant of McKesson & Robbins, Inc., at 
Bridgeport, Conn., where a relatively small group of 
high speed packaging machines are designed to handle 
more than thirty sizes. The knockdown cartons are 
automatically fed, opened and loaded with bottles 
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no other way. You may match the color scheme 
of your own container or, if you so please, may 
secure double printing area in which to tell your 
story. 


are moisture-proof, grease-proof, dust-proof and 
can be hermetically sealed. And yet they are 
so transparent as to leave your carton’s adver- 
tising message not only . unobscured - - - but 
actually enhanced in appearance. 

When printed in colors or used in tinted 
shades SANIGENIC papers give a message of 
depth to a package which can be obtained in 

WAXED PAPERS FOR EVERY PURPOSE 


AMERICAN TISSUE MILLS 


HOLYOKE, MASS., U.S.A. 
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) ‘ send your products 
out into the world to 
battle for their place in 

the sun — are you guarantee- 

ing that their condition will 
remain fresh and attractive 
until they are consumed? 

They should have a protective 

and transparent wrap — and 

Sanigenic Waxed Papers are 

your first line of defense. The 

elements that are battling 


enic Guards 


nd 











against you know not rest nor 
time —they are always at 
work — your package must 
always be in condition to work 
for you too. Sanigenic Waxed 
Papers are obtainable for 
every purpose. There are tints 
and colors to match the color 
scheme of your own container. 
It can be obtained in rolls or 
sheets, printed or plain and 
in suitable weights. 


WAXED PAPERS FOR 
EVERY PURPOSE 


AMERICAN TISSUE MILLS 





HOLYOKE, MASS., U.S.A. 














HE Waxed Paper Ap- 
peal —do your packages 


have it? The public not 


only expects their food stuffs 
to be waxed wrapped, but 
they demand it. 

Sanigenic Waxed Papers 


ive ou the utmost in 
“ y 





protection, sales appeal 
and low-cost, high-quality 
performance. 

Our Merchandising Depart- 
ment will be glad to confer 
with you on designs and 
ideas to improve on your 


present package. 


AMERICAN TISSUE MILLS 


HOLYOKE, MASS., U.S.A. 














LEHN & FINK 


Save $1390.00 a Year Per Machine 
in Labeling Lysol with O& J Labelers 


| ppgeerciy costs reduced 49% — A saving of $1390.00 
a year for each O& J Single Automatic Labeler 
over previous labeling methods—these are_actual sav- 


ings achieved by Lehn & Fink, Inc., in the labeling of 


Lysol disinfectant. 


The first O & J Single Automatic Labeler was installed 
in their plant about two years ago. Its remarkable label- 
ing performance over a period of 12 months was the 
reason for their selection of a second O & J “Single.” 


And today with one-third as many operators, one O & J 
Labeler is doing the work that was formerly done by 
three machines. 


You can effect a similar saving in your plant with an 
O& J Automatic Labeler and by reason of its smooth, 
even operation produce a neater and more attractive 


package. 

The above figures are taken from an engineering audit recent 
made for us by an independent firm of engineers. The audit 
was made under normal operating conditions and is signed and 
certified by Lehn & Fink as to correctness. 


Our representative in your territory has a copy of this and other 
reports and will be glad to go into them in detail with you. He 
is qualified to analyze your plant and submit recommendations 
that will speed up production and effect similar savings for you. 
A note on your letterhead will bring him. 


Write for catalog or representative to analyze your 
labeling problem and submit rec dations 





THE O&J LABELING MACHINE CO. 
Division of 


THE LIQUID CARBONIC CORPORATION 
3100 S. KEDZIE AVENUE, CHICAGO, ILLINOIS 


ate 
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of various shapes as well as collapsible tubes. These 
machines also feed, fold and insert a circular in each pack- 
age before tucking and sealing the ends in a unique 
manner. The accomplishment of this unusual job is 
the result of close cooperation between the National 
Folding Box Company and the National Packaging 
Machinery Company with their mutual customer. 

M. C. Phillips, president of the Russia Cement Com- 
pany, read some paragraphs from the personal note book 
of the father of Colonel William Prescott of Bunker Hill 
fame. Although this little book is more than two 
hundred years old, the paper and ink are in an almost 
perfect state of preservation. Among the notes read 
was a recipe for ‘“‘glew’’ as follows: ‘“To make a glew 
to hold against fire and water—Mix a handful of quick 
lime with four ounces of linseed-oyl, boil them to a 
good thickness, then spread it on tin plates in the 
shade, & it will become exceeding hard, but may be 
easily dissolved over a fire, as glew, & will effect the 
Business to admiration.” 


Obituary 


HE death of J. Frank Mason, president of the 
Mason Box Company, Attleboro Falls, Mass., 
occurred at Daytona Beach, Fla., on March 18. 

Mr. Mason was born at North Attleboro, Mass., 
July 20, 1862. His education was begun in the local 
public schools and he graduated from the Providence 
High School in the class of 1877. Later preparing for 
a commercial career with a comprehensive course 
at the Bryant & Stratton Business College, at Provi- 
dence, Mr. Mason began his business life as an employee 
of the R. F. Sim- 
mons & Company, of 
North Attleboro, 
prominent manufac- 
turing jewelers of 
that day. He later 
identified himself 
with Mason Draper 
& Company in a 
similar line of ac- 
tivity, remaining for 
ten years as book- 
keeper and salesman. 
Thereafter for about 
two years Mr. 
Mason was affiliated 
with D. F. Briggs as 
foreman of his plant. 
With this excellent 
training and prac- 
tical experience, Mr. 
Mason then became 
interested with his brother, Charles O. Mason, in the 
founding of the present enterprise under the firm name of 
Mason Box Company. 

Mr. Mason was affiliated with the business life of 
Bristol County as a director of the Manufacturers’ 
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J. FRANK MASON 


National Bank of North Attleboro, Mass., also of the 
Attleboro Savings Bank. He was a member of the 
Manufacturing Jewelers’ and Silvermiths’ Association, 
the National Association of Paper Box Manufacturers 
and the North Attleboro Board of Trade. During 
the World War he served as chairman of the manufac- 
turing jewelers’ division of the Liberty Loan committee, 
and in all branches of home war activity gave his best 
endeavors to promote the welfare of the various causes 
promoted. Among Mr. Mason’s personal interests were 
included wide fraternal connections. He was a member 
of Bristol Lodge, Free and Accepted Masons; Rabboni 
Chapter Royal Arch Masons; Attleboro Council, Royal 
and Select Masters; Bristol Commandery, Knights 
Templar; and Aleppo Temple, Ancient Arabic Order 
Nobles of the Mystic Shrine, of Boston. He was also a 
member of the B. P. O. Elks, and the Improved Order of 
Red Men, and past sachem of Mirimishi Tribe. 


ILLIAM GAGE SNOW, president and treasurer 

of the Middlesex Products Company, Boston, 
Mass., passed away suddenly on Feb. 14. Before enter- 
ing the Middlesex Products Co. he was well known in 
engineering circles, but circumstances brought him into 
this company about twelve years ago, since which time 
he has served as treasurer, general manager, and, since 
last summer, as president. For some years he had served 
on the executive committee of the Glazed & Fancy Paper 
Manufacturers’ Association. 


Containers for Ice Cream 


- connection with its study of dealer profits on ice 
cream, the Boston University Bureau of Business 
Research made a survey of consumer preference to 
bulk and packaged ice cream, including the reasons 


for such preference in each case. The prediction is 
made, by the investigators, on the basis of that survey, 
that the next important advance in the ice-cream trade 
will be the introduction, by progressive manufacturers, 
of factory-filled packages of approximately the same 
consistency, flavor and taste as the present store- 
packed package. 

The Bureau of Business Research recommends the 
increased use of factory-filled packages, claiming that 
they will solve the shrinkage problem and yield the 
druggist or storekeeper a more certain profit; they 
conform to the trend of modern merchandising methods, 
public opinion and the preference of the buying public 
in other lines. They are more convenient and economi- 
cal to handle; they are more sanitary; a properly made 
package provides a uniform quantity in a convenient 
form for service at home. 

The problem of economical and sanitary distribu- 
tion of ice cream is now attracting the attention of 
the ice-cream manufacturers, and it is the opinion of 
many of the leaders in this field that the industry 
must turn to packaging as the proper method of mer- 
chandising this confection. 
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Standard of Excellence 


The creation of THE STANDARD of 
excellence among boxpapers is the 
task which Louis Dejonge a Company 
has always set for itself. 


The paper-buying public have mani- 
fested a continued approval of Dejonge 
papers by consistently selecting them 


for the best of their work. 


This positive evidence that Dejonge 
quality still meets with ready approval 
will insure our maintaining the high 
goal we have always set. 














Louis DEJONGE & COMPANY 


PHILADELPHIA . NEW YORK ° CHICAGO 
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_Photo-Engravings for the faith- 


ful reproduction of all the good 


fae es 8s 


COMPANY 


DESIGNERS ENGRAVERS ELECTRO- 
TYPERS TO THE PACKAGING INDUSTRY 


KALAMAZOO::: MICHIGAN 








MACHINERY 
AND 


EQUIPMENT 


See What’s in the Container 


HE utilization of transparent cellulose in the making 

of containers other than wrappers or bags, while not 
entirely new, has been somewhat limited due to certain 
physical handicaps in the material itself. The use of 
thin transparent sheets as a wrapping material of course 
has been firmly established and has proved successful for 
a wide variety of products. Possessing the advantages 
of transparency and cleanliness, in addition to being oil- 
and greaseproof, odorless and odor-proof, this material 
has, through its protection and attraction appeal, won a 
well-deserved place among wrapping substances. The 
same characteristics are obtainable in greater thicknesses 
of transparent cellulose, but the difficulty has been in 
its workability or application to packages or containers. 
The making of containers from transparent cellulose has 
until now been confined to manual operations. A process 
evolved by Howard D. Salins, Golding Printing Ma- 
chinery, Inc., Chicago, permits the complete automatic 
operations of printing, cutting out and joining (ready 
to put together) of various shapes of such containers. 
The fastenings—as in the case of boxes of various sizes 
and shapes—are small rivets which pierce through the 
entire thicknesses of the transparent sheets at the joints 
and afford ample rigidity to the container. Several 
practical shapes of these are shown in an accompanying 


Practical shapes in containers made (automatically) of transparent 
cellulose 


illustration. Another illustration shows transparent 
bags of the same but thinner material, these being re- 
produced mainly to show the printing effects obtainable. 
The bag on the left carries a floral design in bright water 
colors; the center bag, if viewed closely, shows a delicate 
lace pattern in an embossed effect, while that on the 
right shows a halftone photographic reproduction in 
dull bronze together with lettering on the other half. 
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With this process it is said to be possible to print as 
many as eight colors with gold or other metallics. Four 
colors can be produced as cheaply as one. As before 
stated, printing, cutting and joining are done in a con- 
tinuous automatic operation and the finished containers 


Printing effects on transparent cellulose bags 


delivered to a conveyor or piled on a table. Through 
the use of this process and equipment it is possible to 
produce transparent containers and incorporate in turn 
decorative effects that not only enhance the beauty 
thereof but also attract sales for the contained products. 


Packaging for the Byrd Antarctic 
Expedition 


ELECTING and packing supplies for a two-year stay 
in the South Pole region was an undertaking without 
precedent for Admiral Richard E. Byrd and his asso- 
ciates in the Byrd Antarctic Expedition. The choice of 
articles of food that would provide a healthfully varied 
menu; the fur headgear, moosehide mittens, reindeer 
moccasins, sleeping bags and the thousand and one 
items of a personal and scientific nature occupied the 
expedition leaders for nearly three years before the time 
of departure. Obviously necessary were such items as 
5 tons of beef, 2 tons tinned butter, 2*/, tons coffee, 5 
tons dried fruits, 15 tons flour, 2'/. tons candy and others 
ranging from 500,000 cigarettes to 60,000 sheets of 
writing paper. The 1200 packets of razor blades, the 
150 cans of face cream, tobacco approximating a ton, 
and other items of like nature have probably been found 
second in importance only to the stores of eatables. 
After a thorough survey of many types and designs of 
packing containers the leaders of the expedition decided 
to pack the foodstuffs and other perishables, to the largest 
possible extent, in boxes of uniform size and type so that 
they could be used as building units. This necessitated 
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Have you a 
“Cinderella” in 
your business? 


HERE are many Cinderellas in the business 
world—products of first-class quality that 
are being held back because they do not present 
as fine an appearance as they should. Meanwhile 
competitive products forge ahead, largely be- 
cause they are dressed up more attractively. 
We are constantly being consulted by man- 
ufacturers who seek better packages for their 
products. We know what a remarkable differ- 
ence even a slight improvement can make in the 
appearance of a package. 


Improving the Package 


Take, for example, a package which lacks the 
appeal of striking color. Perhaps, the maker of 
the product hesitates to change a well known 
color scheme—toorisky. By placing a Cellophane 
wrapper around such a package, it instantly 
“brightens up’’—colors become intensified, just 
as a coat of varnish brings out the colors on a 
painted surface. The package assumes a new in- 
terest, and an air of quality that is a real sales asset. 

Frequently a package suffers simply because 
the wrapping is not neat enough—folds are not 


smooth; flaps insecurely sealed (or not sealed 
at all); the wrapping is not tight. This condi- 
tion can be overcome by using more modern 
wrapping machines, which produce much finer 
packages, and at greater speed and less cost. 
Some Cinderellas need to be decked out in an 
entirely new form of wrapping. There are some 
striking examples of real successes achieved in 
this line—fruit drops wrapped in foil like mints 
.--marshmallows put out in wax-wrapped cartons 
instead of in tins, to sell at a more popular price 
.. toilet soaps in new and distinctive wrappings. 


Look to us for this service 


We will be glad to sit down with you and 
work out a better way to package your product 
..or to supply a method of wrapping a new 
product ...or to lower your wrapping and pack- 
aging costs. Drop a line to our nearest office. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 


Los Angeles 


New York Chicago 


London: Baker Perkins, Ltd. 
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Over 150 Million Packages per day are wrapped on our Machines 
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Underwood and Underwood Photo 


Typical of the ‘‘front yard’’ at Admiral Byrd’s base camp on the 

shores of the Ross Sea in the South Polar Ice Field. This shows the 

“Endurance” of Sir Ernest Shackleton’s expedition of more than 
twelve years ago 


a container that would open on the side, making its 
contents accessible while the box fulfilled its dual pur- 
pose as a “brick” in the wall and as a container. The 
boxes were made of yellow pine a quarter inch thick, 
braced with cleats which framed the ends. The cleats 
were joined in grooves at the corners but not nailed, 
thus permitting the side of the box to be opened and re- 
closed. 

A special feature, which incidentally provided a 
hinged effect for this opening side, was the use of a series 
of wires bound tightly around each box and stapled to 
the wood, thus performing the major function of holding 
the box and contents together. The wire received ex- 
haustive tests to prove that it would resist corrosion and 
the crystallizing effects of polar cold. The design thus 
eliminated the need for thick box walls, saving weight 
and bulk, yet provided ample strength for handling in 
transit and for stacking. And—an important con- 
sideration—the cleats furnished secure grips for hands 
encased in heavy fur mittens. 

A further evidence of the thoroughness of Admiral 


Underwood and Underwood Photo 
By clipping the wires on the boxes that made up the walls, the food 


supplies were instantly available. The tin food containers were 
coated with special temperature- and corrosion-proof paint 
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Byrd’s preparations appears in the method of treating 
the tins to protect the precious foodstuffs. To safe- 
guard against rust, each can was double coated with 
a maroon paint chosen after thorough temperature and 
exposure tests. The cans were opened by cutting around 
the side so that no paint particles would fall into the 
food. The cans of coffee and some other dry foods 
were vacuumized in the process of sealing. 

A stenciled label on the opening side of each box 
showed the nature of the contents. Thus the commis- 
sary also constituted the kitchen and the cook was 
surrounded by the tons of sausage, chicken, lard, cheese, 
milk, eggs, jam, pickles and other items that constituted 
his larder during the long siege. ‘The cook performed his 
culinary functions on a regular coal stove. When he 





Underwood and Underwood Photo 


Boxes of food which were used as “‘bricks’’ in the walls of storage 
houses. This construction enabled removal of contents without dis- 
turbing the boxes or weakening the walls 


clipped the wires to open the side of a box and take a 
can of coffee down from the ‘shelf’ the box was re- 
closed, the procedure in no way affecting the solidity of 
the wall. 
The wisdom of this ingenious scheme is hinted in the 
following radiogram received by the New York Times: 
Supply officer reports boxes structurally pre- 
pared for us very suitably adapted. Boxes and 
contents were in perfect condition on arrival Ant- 
arctic. They were subsequently used for snow 
tunnel thoroughfares and storehouses and _ satis- 
factorily performed a useful service. 
Byrp ANTARCTIC EXPEDITION 


Paper Tape Testing Laboratory 
Established 


O that the acceptors of Simplified Practice Recom- 

mendation R114-30 for No. 1 kraft paper sealing 
tape may have available a central testing laboratory for 
making uniform and accurate tests of the quality of 
kraft paper sealing tape, the Gummed Industries Asso- 
ciation has made arrangements with Electrical Testing 
Laboratories of New York City for the standard tests 
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MSLAURIN-JONES CO 
BROOKFIELD, MASS. 








A box paper offered in several pastel 
tints to meet the ever increasing demand 
for delicate coloring. » » As with all 
McLaurin-Jones papers, these box cov- 
erings have created an air of leadership 
for the products they decorate. » » We 
will be pleased to send you our sample 
folio MP2 on request— which contains 
suggestions that will help solve your 


packaging problems. 





McLAURIN-JONES CO. 
Brookfield, Mass. 


Please send me your sample folio MP 2 
for our files. 


Firm Name 


Attention 











Consider the 
“Auto-Package” 


FTER you’ve pared your carton cost to 

the bone...and bought waxed paper in 

carload lots for savings...and taken a dis- 

count for glue...you can still cut your 
packaging costs. 


‘‘Auto-Pack”’ filling and sealing machines 
can add that final cut to your expenses... 
and add it so decisively that all the other 
savings fade into insignificance. 


‘‘Auto-package”’ your products at a rate of 
sixty per minute and at a cost of only forty- 
eight cents per thousand...and reduce your 
packaging costs to their proper proportions. 


Automatic Packaging 
Machinery Company 
Nashua, N. H. 


Selling Agents 


Gibbs Brower Co., 
261 Broadway, New York, N. Y. 














Your Machines.... 
What Are They 
Doing? 


B Y installing Productimeters on im- 

portant production machines to 
check output of machines and at- 
tendant labor you know what your 
machines are doing. 


Productimeters can be applied to 
washing, filling, sealing, packaging 
machines, on conveyor systems; to 
count cases, boxes, bottles, cans, jars, 
cartons, barrels, packages of every 
size and style. Model illustrated is 
5B1 instant resetting, reciprocating 
action counter. Write us for com- 
plete facts on its application and tell 
us what you wish to count. 





DURANT MFG. COMPANY 
625 Buffum Street, 
Milwaukee, Wis. 


Representatives in Principal Cities 


Productimeters 


{| THE SPEEDOMETERS OF INDUSTRY |] 
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in accordance with the specifications in the Simplified 
Practice Recommendation. 

Any acceptor of Simplified Practice Recommendation 
R114-30 who desires to have samples of tape tested by a 
recognized and impartial laboratory may send samples to 
D. A. Crocker, secretary of the Gummed Industries 
Association, 18 East 41st St., New York City. These 
samples may be identified or unidentified as the sender 
desires. The secretary will in turn send these sample 
unidentified to the Electrical Testing Laboratories which 
will make the standard bursting, Elmendorf and tensile 
tests required. Report on the tests will be returned by 
the laboratory to the Secretary of the Gummed Indus- 
tries Association who will notify the sender as to the 
results. Arrangements have been made with Electrical 
Testing Laboratories for a reasonable flat rate charge for 
all tests. 

Advices from the Division of Simplified Practice of the 
Bureau of Standards have been received that on Feb. 
14, 1930, there was a total of 310 acceptors of Simplified 
Practice Recommendation R114-30. In addition to 
this several acceptances came in after the compilation 
of this list making the total number of acceptances from 
manufacturers, consumers, distributors, and associations 
over 310 in number. This is an unusually high total of 
acceptances, being not far from the largest number which 
the Department of Commerce has ever received for any 
of its Simplified Practice Recommendations. 


Packaging in the Canal Zone 


HE accompanying illustration shows an installation 

of the Scott automatic weighers in the packaging 
room of the Panama Railroad Company (Panama Rail- 
road Steamship Line) in the Canal Zone. These weigh- 





ers are of the gravity type, mounted portably and form 
part of a battery of five weighing machines. The 
weighers, together with all track materials (except the 
standard 1'/.-in. black iron pipe for crossties and up- 
rights and 2 in. x 2 in. angle iron for rails) were supplied 
by the National Packaging Machinery Co. The over- 
head track, part of which is illustrated, is about 100 ft. 
in length. It is along this track that the weighing ma- 
chines which are provided with portable or carriage 
mountings are operated. From '/2-lb. to 6-lb. packages 
of coffee, rice, peas, beans, etc., are weighed and filled on 
these machines. 


Trade Catalogs 


Envelopes: The C. M. Envelope Co., 535 Pearl St., 
New York City, envelope manufacturers, have decided 
to add to their line the manufacture of special envelopes 
and embossed glassine paper due to increased demand for 
this product. ‘The envelopes will be suitable for booklets, 
magazines, hosiery, shirts, etc. 


Box Coverings: The Keratol Company, Newark, N. J., 
distribute a sample book (3'/2 x 7!/: in.) made up en- 
tirely of specimens of Keratol (“the hideless leather’’). 
There are 46 pieces in all, including a wide range of colors, 
grains and finishes and offering a pleasing variation for 
the selection of box makers and others who desire dis- 
tinctive coverings for packages. Felt and canvas back- 
ings are provided and furnish a substantial surface which 
may be securely affixed to the object to be covered. 


Box Coverings: The Middlesex Products Co., 38 
Chauncy St., Boston, Mass., is showing some attractive 
new box covering papers. One folder is made up of 


Automatic gravity portable weighers in use in the Canal Zone 
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RUBAIYAT BOX COVER PAPERS 


Stocked by 


BEEKMAN PAPER & CARD COMPANY, Inc. 


137 VARICK STREET, NEW YORK CITY 
BRADNER SMITH & COMPANY 
333 SOUTH DESPLAINES ST., CHICAGO, ILLS. 


Distributors 


RAYMOND AND McNUTT COMPANY STORRS AND BEMENT COMPANY 


NINTH AND SANSOM STREETS, PHILADELPHIA, PA. 282 CONGRESS STREET, BOSTON, MASS. 





RUBAIYAT 1930 


BOX COVER 
»« PAPERS »« 


RADIATE CHARACTER AND BEAUTY 
& 


cA distinctive line of imported papers 
---many new designs and brilliant color 
combinations 


cAn attractive box draws attention to. 
the merchandise displayed. Rubatyat 


Covers create the attraction ° 


%& 





If you have not received our January 
1930 sample book advise and we will 
: forward spe 
&e 
BEEKMAN PAPER & CARD COMPANY, Inc. 


137-141 VARICK STREET, NEW YORK CITY, N. Y. 


BRADNER SMITH and COMPANY 


333 S. DESPLAINES STREET, CHICAGO, ILLS. 


Distributors 


RAYMOND AND McNUTT COMPANY STORRS AND BEMENT COMPANY 


NINTH AND SANSOM STREETS, PHILADELPHIA, PA. 282 CONGRESS STREET. BOSTON, MASS. 














The ‘‘Centennial’’ 
Model Embosser 
illustrated is an 
open front type that 
permits exception- 
ally quick change of 
rolls. It is the new- 
est of the wide 
range of types avail- 
able for all classes 
of embossing. Our 
embossing catalog 
No. 102 will be gladly 


WALDRON *cere"v” EMBOSSING 


"MACHINES 


Insure Fine 
Effects For 
Fine Papers 


ITH the increasing demand for distinction in 

box papers, greater attention is now centered 
on the almost limitless possibilities in superior em- 
bossing. Waldron engineers have for long sensed 
the trend, and have designed and produced a line 
of embossing machines that are providing results 
that are little short of phenomenal. These results 
are not only reflected in compelling new effects but 
substantially increased output with accompanying 
reductions in embossing costs. Our engineers will, 
without obligation, point out the possibilities in 


sent you on request. WM ame & \ your plant and product. Write us. 


JOHN WALDRON CORPORATION 


MAIN OFFICE & WORKS NEW BRUNSWICK, N. J. 
CHICAGO NEW YORK PORTLAND, ORE. 











Vinegar 


This special acid-resisting U.S. 
Siphon Filler ... . Equipped 
with PFAUDLER acid-resisting 
enamel tank . . . Filling tubes 
are 99% pure nickel . . . guar- 
anteed to give continuous ex- 
cellent performance in vinegar 
filling .... 


Special Style No. 10 is priced at 
$275.00. Write at once for com- 
plete description. 


U. S. BOTTLERS MACHINERY CO. 
BOTTLING & PACKAGING ENGINEERS 


4015-4031 NORTH ROCKWELL STREET 
CHICAGO 
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45 Middlesex embossed papers as follows: Middlesex 
Brite-Black in nine designs; Middlesex Dul-Black in 
seven designs; Middlesex Frite-White in ten designs; 
Middlesex Colored in nineteen shades. The other line 
is the Golden-Mode which is stocked in yellow, gold 
and bronze shades, plain or embossed. 


Heywood Issues 1930 Catalog 


UTSTANDING among the catalogs recently re- 

ceived is that of the R. R. Heywood Company, 
Inc., 9th Ave., at 26th St., New York City. This con- 
tains the company’s 1930 line of stock (lithographed) 
wraps. This line is unique and the samples shown are 
suitable for practically any type of wrap for those com- 
panies who require wraps on short notice. The designs 
shown have been made by several artists, some of the 
designs having been imported, and are applicable to a 
wide range of uses. 

In all, fifty-one designs are shown, offering a wide 
range of sizes, color combinations and subjects. There 
are modernistic effects, as well as designs for special 
contents and particular occasions, showing a particularly 
attractive selection of wraps. A price list is attached. 
The numbers included are designated as follows: Flash 
(gold embossed); modernistic (gold embossed, embossed 
and unembossed); flower and landscape wraps; cherry 
wraps; fruit and nut, and girl head wraps. 


Hampden Shows New Samples 


HERE are various ways of showing samples of 

fancy and decorative papers. Obviously the 
better way is that which enables the prospective buyer 
to obtain a comprehensive idea of an entire line so that 
in making a selection he is offered as wide a choice as 
possible. For the use of its salesmen, the Hampden 
Glazed Paper & Card Company, Holyoke, Mass., has 


Leather-covered sample books of Hampden papers 


prepared a set of two sample books which admirably 
meets the requirements suggested above. Both of 
these contain specimen exhibits representing special 
papers of all varieties including box coverings, folder 
stock for fancy announcements and booklets of all 
kinds, envelope linings and special juvenile box cover- 
ings, made and sold exclusively by this company. 

The accompanying illustrations show each of the books. 
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In one the specimen sheets are 8 in. x 10 in., a size 
which permits the customer to view the full pattern 
of each paper. The full line for the season is included, 
together with all the information necessary as to sizes, 
etc. The companion sample book includes swatches 
which show the various color combinations that may be 
obtained in each of the patterns. The full size of each 
book (loose-leaf) is 11 in. x 12%/s in. They are hand- 
somely bound in brown pebble leather and present a 
most attractive and impressive appearance. 


The Textile Industry Considers Packages 


(Continued from page 47) concerned packages in recent 
years than others. But the end is not yet! Men are 
coming along in the business who know more about 
merchandising and consumer wants than they do about 
yarn sizes, picks, warps and other technical features. 
None of these things interests the woman and your 
product isn’t worth a cent to you or anyone else until 
some woman has bought it and paid cash for it. When 
that transaction has been completed you may claim a 
profit for yourself and set aside some for your stock- 
holders. Don’t forget the last group. 

And after those men will come others with brains— 
possibly more brains than many of us have today—and 
with those brains they will bring a knowledge of how to 
use their brains. 


E haven’t even approached the limit of perfection, 

attractability, utility, cleanliness or what have you 
in sheets and pillow cases. Packages are coming— 
yes, will come—which will open our eyes and cause us to 
say, ‘Well, why not!’’ 

Only a few days ago I visited a buyer for one of the 
largest stores in the country. This was the same man 
who had, against his better judgment, bought a very 
small supply of a particular package introduced last 
Christmas. ‘This first supply went all too quickly and 
he had to reorder many times. He told me that he had 
sold 1372 units (retail price $5, excellent profit to him) 
in one day. He went on to say that in his opinion not 
more than half the women purchasers cared a snap 
what was inside the container. They wanted the con- 
tainer and were willing to pay for it. 

Weak merchandising! Novelty selling! Even rob- 
bing the public! I maintain it is just as sound as selling 
automobiles by appearance rather than what’s under the 
hood. If the public will buy packages, sell ’em to them. 

Have you investigated the tremendous possibilities 
offered by the newest and most modern scientific dis- 
covery—transparent wrapping paper? ‘The introduction 
of this product several years ago should have reopened 
the whole packaging problem for every textile man. I 
realize full well that the consideration of it presents 
another problem—that of cost. 

Did it ever occur to you that your product attractively 
packaged might sell at a higher price? 

Enter the author of “‘Your Money’s Worth.” 

No one can write a prescription for a package for you. 
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One of the Numbers of the 


SUPER FTITA RAY LINE 


distinguished for its vital, radiant 
colorings, its modern attractiveness, its 


beauty of design, its fine appearance 





when worked into a_ box 

tinguished most of all for its sales 
compelling power a paper that 
sells its box for making boxes 


that sell the product they contain. 


For Sale By : 


Lous Scunman Co. A. 5. Darz & Co. 


463 Broome St. 16 S. Marshall St. 


New York, N. Y. Phila., Pa. 
a ce ee 
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5 INN ND) 513s) h\4 sn ©) Se od: 
MACHINE OR HAND OPERATION [: 


Now Is 
The Time 


to standardize on 


ADHESIVES 


Unsurpassed for 


Dependable, Economical 
operation. A quality 
group—the standard of 
the nation’s largest pro- 
ducers of packaged 
merchandise. 


NATIONAL 
ADHESIVES 


CORPORATION 
Executive Offices: NEW YORK 


WORLD'S LARGEST PRODUCER 
OF ADHESIVES 








! For FipRE CANS 
| WITH MAETAL TOPS 





Tue powdered drug, 
food product, and other 
users of fibre containers will 
find the Sefton National 
Fibre Can Co. not only a 
reliable source of container 
supply, but a fibre can pro- 
ducer alert to every oppor- 
tunity for co-operation in 
improving basic sales and 
utility values of the package. 
Without obligation to you, 
our package engineers will 

welcome the opportunity of analyz- 
ing your package problem. Any 
Sefton recommendation is certain 
of adequate support on the practi- 
re ae cal questions of price, quality 
folly hy and service. Include Sefton co- 
eco operation in your next consider- 
ne A mol ation of a package problem on fibre 
ae cans with metal tops, or any of 


<> the related fibre container products. 


SEFTON NATIONAL FIBRE CAN CO. 


3275 Big Bend Boulevard, Maplewood, St. Louis, Missouri 
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COLLAPSIBLE 
TUBES 
FILLED? 


OU simply supply us with the 

product in bulk and your tubes. 
We can fill them promptly and 
Save you money. Estimates wel- 
comed. 


THE TRADE LABORATORIES, INC. 
NEWARK, NEW JERSEY 


Filling Tubes for Fifteen Years 














You might learn something about it if you talked to a 
few retailers and wholesalers. If you rang a few door- 
bells and talked to some women, that might help, too. 

You can’t solve it by guessing at it and asking a good 
lithographer to make you a drawing. Remember the 
lithographer is primarily a graphic artist. To help him 
sell his product he has been wise enough to study packag- 
ing but he will honestly admit that he doesn’t know 
your business as well as you do. 

Tackle the package problem anew. Look at it in a 
new light. By so doing you will do your small part to 
bring the textile industry to a position of parity with 
other industries in this field of operation. 


How Modern Is the Modern Package? 


(Continued from page 36) is sure to breed distaste. And, 
subconsciously, the woman who is repelled by a package 
upon which she gazes many, many times, is repelled 
by this same package—rather than attracted—when next 
time she goes to purchase. 

It is, therefore, no insignificant thing, that the Prin- 
cess Pat Powder Box is often treasured by women and 
used on the dressing table as a receptacle for many 
precious trinkets. It is also true that certain cosmetic 
packages, rouge boxes and double compacts, for instance, 
must not only appeal at first sight—they must mellow 
and grow more beautiful as they wear. And this is 
something that Princess Pat packages are planned to do. 

It is entirely likely that Princess Pat packages repre- 
sent a larger investment in correctly dressing cosmetics 
than any other line in the world in the same price class. 
On many items, something of the customary profit is 
sacrificed in order that the package may be supremely 
beautiful, exactly appropriate. But, in the long run, 
this is excellent business, for it helps build sales volume. 

Of course, the loveliest packages in the world could not 
perpetuate an inferior line of beauty preparations. On 
the other hand, no matter how fine the quality, a non- 
descript package cannot permit any line to take full 
advantage of its opportunities. 

As younger generations of women grow up, the poorly 
packaged line of cosmetics must eventually revamp its 
dress. Recognition of this fact, as well as pride in 


creative endeavor, impelled Princess Pat to go further in 
packaging its line than any one had ever gone before. 

And experts in packaging will be the first to discern 
that the Princess Pat packaging is an outstanding ex- 
ample of considering package design from fundamental 
viewpoints. 

This is because the manufacturer began by assuring 
the Princess Pat package designer that he must produce 
a line of packaging and labels of a high and enduring 
quality to match the same qualities in the Princess Pat 
line. There is no doubt that success crowned his efforts. 


New Gift Packages for Stationery 
(Continued from page 54) 


NOTHER most attractive gift item is the portfolio 

illustrated. It is made of a very sturdy cardboard, 
covered with a rich leaf and berry design in the warm 
colorings of green and burnt orange with a touch of 
royal blue and interspersed with a light blue background, 
giving the effect of the sky peeping through the green 
leaves. A touch of gold adds a note of luxury to the 
folder. It is made with inside pockets—one filled with 
envelopes and the other with paper in a delicate shade of 
golden yellow. The envelopes are lined with the same 
paper as the portfolio covering which harmonizes 
beautifully with the stationery. This folder, because of 
its beauty and adaptability to display purposes, should 
become a very popular gift shop item. Then, too, it has 
the added element of usefulness. For the traveler it sim- 
plifies many problems. It is easily packed in a trunk, 
suitcase or even the overnight bag and is a handy com- 
panion on the train, at the seashore, or during those 
leisurely hours spent in the steamer chair where letters 
only are the connecting link with far distant friends. 

The writing paper manufacturer today must be con- 
stantly on the alert to the signs of the times—and these 
signs point more and more to the unusual and beautiful 
package for stationery which today is a most popular 
and attractive gift item. The Whiting-Patterson Com- 
pany, in these four attractive packages, is filling a real 
need with these inexpensive but beautiful stationery 
gift boxes which are now being released to the retail 
trade for the spring holiday and gift market. 














ready for insertion into your boxes. 

One man operation. 

Speedy, efficient and economical. 

You can reduce the cost of your partitions by its use. 
Full particulars on request. 


569-589 E. Illinois St. Formerly Self-Locking Machine Co. 





a4 
# How Much Do Your DP 
Partitions Cost @ 


Here’s a machine (Vailco No. 3) that cuts from the roll and assembles partitions 


All sizes of partitions completely locked—will not fall apart. 


PARTITION MACHINERY, INC. 


Cable Address: SELF-LOCK, CHICAGO 


Chicago, Ill. 
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Rona aro 


OF MANY STYLES AND VARIETIES. 


IRREDUCIBLE MINIMUM. 


See our Data 
i the 


PACKAGING CATALOG 





— THE THIRTY FIVE BILLIONS OF CARTONS USED IN THIS COUNTRY 
LAST YEAR OUR CONTRIBUTION WAS A MATERIAL FACTOR, AND 


THESE CARTONS ARE OF SUCH ATTRACTIVENESS AND BEAUTY THAT 
THEY ARE NATURAL SALES BUILDERS. ALSO, THEY ARE MANUFAC. 
TURED TO AN EXTREME DEGREE OF PRECISION, WHICH MEANS THAT 
WASTE IN YOUR PACKAGING MACHINERY IS BROUGHT DOWN TO AN 


FORT ORANGE PAPER COMPANY 


CASTLETON-ON-HUDSON, N. Y. 

















IF YOUR MACHINES HAD 
TO PUNCH A TIME CLOCK 


HERE would be one which would be on the job 

the first thing in the morning... your BURT 
LABELER. No tuning up is needed for a Burt, it’s 
not a ‘‘wait-for-baby”’ machine which has to jamb 
at the paste pot, spoil a few dozen labels and ruin 
everyone’s temper before it gets started. 


There would be one machine which could sign out 
at the end of the day knowing that it had done a 
good day’s work honestly ...and helped all the 
others to do likewise . . . Again, the BURT LABELER. 


If you label your product . . . investigate BURT. 
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BALTIMORE.... 


MD. 
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Puchages of CHARACTER 


: | 
We put character in our labels and folding | i | 
boxes. It is expressed in expert designing and I} 

the use of right colors. Character is what makes \Vi|/ | 
our packages Stand out on the dealers’ shelves and ' 
helps make ales. 
































| Proper packaging is among the most vital of merchan- 
dising problems. ‘‘U. S.’’ Salesmen are experts on all 
matters pertaining to labels and folding boxes. 


WM E\ THE UNITED STATES PRINTING | 
i) lH | & LITHOGRAPH CO. Mi | 
BRAND NAMES AY ‘ 
It is unsafe to create sy \ CINCINNATI 
110 Beech St. 


or use any trade name 
without an exhaustive BROOKLYN 
101 N. 3rd St. 


search of every regis- 
tered and unregistered 

BALTIMORE 
28 Cross St, 
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The service is free. 
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New Addition 


Gives MORRISON REPRINTS at COST 


E will reprint at cost, 

plus a slight additional 
charge for postage and pack- 
ing, any article in this or 
other issues of MODERN 
PACKAGING. 








MORRISON HOLE 


COR. MADISON and CLARK STS. 








Already the tallest hotel in 
the world, the Morrison is 








destined to become the 
world’s largest and tallest. 
A new addition, containing 
500 rooms, is now under con- 
struction—made necessary 
by an ever increasing de- 
mand for Morrison Service. 


Radio Set 
in Every Room 


No effort is spared to make 
each guest’s stay most pleas- 
ant. Rooms rent for only 
$2.50 up, yet every room is 
outside with bath, running 
ice-water, bed-head lamp, 
telephone, Servidor and ra- 
dio set. 


Nearest Hotel 
in the wr 
Offices, Stores, Theatres 
and 


Railroad Stations 











Every issue contains articles 
which profitably can be sent 
to business associates, cus- 
tomers or friends of some of 
our readers. We shall be 
pleased to quote prices for 
any quantity desired. 


—~_ 
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UNIFOIL is a covering 
paper made of _ real 
metal. . . sparkling and 
rich in appearance... 
flexible and easy to 
handle. Offered in a 
wide range of colors and 
embossings. Write for 
booklet, working-sheets 
and prices. 











212 Fifth Ave., New York 








MASTER METAL 


UNIFOIL 
BOX COVERS 


‘for better boxes 
for better goods”’ 


REYNOLDS METALS CO., INC. 
LOUISVILLE, KY. 


345 Ninth St., San Francisco 

















in the Shipping Room— 


No company can afford to be with- 
out this wonderful labor saving ma- 
chine regardless of how small or how 
large his production may be. There 
is a Harmon Sealer that will answer 
his requirements. 





After container has been sealed 





Solving the Problem 


1—Metal Construction throughout. 
2—Simple! Rigid! Foolproof! 
3—Requires no skilled labor to operate. 
4—Applies an equal amount of pressure on all sealing 
surfaces of your container. 
5—Shipping container carries better in transit. 


Write Today for Particulars 


THE HARMON SEALER, Inc. 
4017-19 West Lake St. Chicago, Ill. 


Agents 


Cannon Supply Co., Wm. M. Purdy Co. King Sales & Engr. Co., 
Salt Lake City, Utah New York City San Francisco, Cal. 
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ANUFACTURER of A i Now Open 
tu utomatic 

P IN 

aper Box Machines which pro- C/Hyew York, 


duce the complete box from the roll 
or blank, printed or plain. We also 
make Blanking and Partition 


Machines. 
OPPOSITE PENNSYLVANIA R. R. STATION 


aaee 


mit sample of an x you use 
F Sub 6 <y P ad bo * ,: - New York’s new hotel truly expres- 
in quantities, and we will advise price sive of the greatest city. 1200 
° ° * pleasant rooms each with Servi- 
and delivery a machinery best suited don tele desis 
for your requirements. and radio provisions. 


INMAN 


MANUFACTURING CO.,INc. iif: a 
. 1 RW } 
AMSTERDAM, N. Y. i i 7 AVENUE 




















ROBERT GAYLORD, INc. 


GENERAL OFFICES~~ SAINT LOUIS 
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Solved 


The Mystery of the 
Vanishing Profits 


RODUCTION was fairly constant, yet each 

month showed a slight decline in profits. 
Experts found everything in perfect order until 
they examined the scales. These were obviously 
unfitted for exacting accuracy and were causing 
large overweight losses. Detecto-gram solved the 
problem and brought back the profits. Investi- 


gate these Detecto-gram features: 

1. Simplified con- 
struction. 

2. Unusual sensi- 
tivity (indica- 
tor travel of 
1 inch to the 
ounce’ shows 
1/32nd of an 
ounce larger 
than most 
scales show 1 
ounce.) 

. Trouble-free 
movement— 
no servicing re- 
quired. 

. Genuine agate 
bearings 
throughout. 

Send for the 


“‘Stop the Profit 
Thief” booklet 


“GRAM 


ACCURAC 


HAIRLINE 
SCALES 


1 JACOBS BROS.CO...%. 
32-34 Walton Street, Brooklyn, N. Y. 


D ETECT, 


Representatives in all 
principal cities 


New York Showrooms 
318 Greenwich Street 
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Three reasons why 
you should use 


Reg. U. S. Pat. Office 


Its accuracy in temper, width and thickness assures 
smooth running in the stapling machine and uni- 
form, clean-cut staples. 

The galvanized finish resists rust much longer than 
the ordinary copper-wash coating and eliminates 
rust spots on inside containers. 

Continuous length (one-piece) five and ten pound 





coils permit uninter- 
rupted production. 


A sample coil of 
SILVERSTITCH, which 
we shall be glad to mail 
to you free, will show 
why SILVERSTITCH 
is growing so popular. 
Send for it today. 


ACME STEEL 





COMPANY 


General Offices 
2832 Archer Ave., Chicago 








IBRE CANS 


of Every Description 


Here is one place where you can get a quality 
product, plus real service, at the same cost 
you would expend on a mediocre product. 


We manufacture fibre cans—square, round, 
oblong, with tin tops and bottoms and also 
complete with labels. 


Leaders in industry use our cans exclusively. 
May we quote you on your requirements? 


Ask for samples and prices 


R. C. CAN CO. 


121 CHAMBERS ST. ST. LOUIS, MO. 
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HETHER it contains toothpaste or belt-dressing, cold cream or anchovy paste, a 

collapsible tube must meet three requirements .... it must give protection, have serv- 
iceability and advertising value. The ability of WIRZ tubes to meet each of these consistently 
and to the complete satisfaction of both manufacturer and consumer, is the sole explanation 
of the popularity which WIRZ products enjoy. 


A. H. WIRZ, Inc. 
CHESTER, PA. 
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Hers are modern 


we've devoted ourselves to finding 


rs. ConsuMER has come 
into power—she has come 

into fabulous wealth. To- 
day she dictates, not we, what shall 
be made and sold. 

Mrs. Consumer is incredibly wealthy 

she spends over $40,000,000,000 a 
year in retail stores. She has become 
the purchasing agent of 26,000,000 
families —in nearly 90% of all the 
purchases made, hers is the decid- 
ing voice. 

Mrs. Consumer knows what she 
wants and she’s not going to buy 
what she doesn’t. So, for years 
we have made it our aim to 
know, not guess, what will win 
her lasting favor. 

Quality ? First in importance, 


of course. And because it is, 


better and still better ways to pack- 
age a nation’s products. Improved 
processes where those products need 
to be processed—new styles of 
containers that guard the quality 
which manufacturers put in the can. 
Vacuum packing is only one of the 
outstanding examples. 
Convenience—there’s some- 
thing Mrs. Consumer not only ex- 
And Canco 


manufacturing engineers have an- 


pects but demands. 


swered with the Key-collar can, the 


-~-AMERICAN- 
CAN COMPANY 


ollars 


herringbone score, the easy-open 
Doubletite can—these and count- 
less more. 

And last, but not least, appear- 
ance—this too, Mrs. Consumer de- 
mands. The Lithograph Depart- 
ment of the American Can Com- 
pany has learned the trick of de- 
signing and decorating containers 
that actually sell your goods. 

Quality, convenience, appearance 
—of an organization like Canco, 
one could hardly expect much less. 
And we maintain these things are 
vital—that they count in buy- 
ing cans. We also maintain 
that since Mrs. Consumer #5 
queen of modern selling, it pays 
to be allied with a company 
which knows what she will buy. 








